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Sensodyne  created  the  sen- 
sitive toothpaste  sector.  And  totally 
dominates  it. 

Sensodyne  is  also  the  no.  1 
chemist  brand  in  the  total  tooth- 
paste market.1 

It's  recommended  by  96%  of 
Britain's  dentists  for  the  1  in  3  adults 
who  suffers  from  sensitive  teeth. 

And  we're  committed  to  a  high 
level  of  investment,  with  £2.5  million 
in  TV  advertising,  to  ensure  fast 
brand  growth. 

So  stock  up  with  Sensodyne. 
Original,  Mint  and  fresh-tasting 
Sensodyne  F  -  now  available  in  a 
pump  dispenser. 

SENSODYNE 
TOOTHPASTE 

SENSODYNE  ORIGINAL  SENSODYNE  MINT  SENSODYNE  F 

BRITAIN'S  NO.  1  TOOTHPASTE  FOR  SENSITIVE  TEETH. 

Independent  research.  Dala  on  file  Stafford-Miller  Ltd.  1991 


Smashing  Insurance  Cover. 


If  your  pharmacy  has  an  unfortunate  and  unexpected  visitor, 
the  last  thing  you  need  is  a  crash  course  in  insurance  cover. 

PMI  Pharmacover,designed  especially  for  pharmacists, 
is  there  to  make  sure  business  quickly  gets  back  to  normal, 
with  the  least  possible  problems.  Find  out  about  all  the  benefits 
of  pharmacover  for  pharmacists.  Call  PMI  today. 


PMI  INSURANCE  St.  Albans  (0727)  44344 


38-42  ST.  PETER'S  STREET,     ST.  ALBANS,      HERTS.,  A  L  1  3  N  P. 
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Last  week  Unichem  were  seen  to  be  in  the  vanguard  of 
pharmacy  development  once  again  when  they  launched  the 
first  wholesaler-based  EPoS  system.  EPoS  is  the  way  ahead  for 
successful  management  of  retail  businesses,  so  it  is  entirely 
appropriate  that  a  major  supplier  of  the  pharmacists'  stock  in 
trade  furnishes  them  with  a  system  that  can  provide  the  data 
on  which  to  base  decisions  about  running  the  shop.  In  view  of 
the  fact  that  EPoS  systems  are  supposed  to  cut  stockholdings 
by  10  per  cent,  that  is  indeed  a  magnanimous  gesture,  but 
then  EPoS  is  also  reckoned  to  put  10  per  cent  on  sales  as  well 
as  improving  margins  by  1  per  cent. 

The  other  Unichem  thrust  last  week  was  a  move  to  get  into 
the  real  world  of  managed  pharmacy  retailing  through  the  bid 
for  Macarthy  and  the  Savory  &  Moore  chain  —  franchising  is 
not  the  same  thing  at  all.  If  it  is  successful  then  there  is  a 
possible  conflict  of  interest  between  their  wholesaling  activities 
and  their  retailing  arm,  but  then  others  have  faced  the 
dilemma  in  the  past  —  among  them  Macarthy  themselves 
before  they  divested  their  pharmaceutical  wholesale  wing  — 
and  found  little  detrimental  effect  on  their  trade  with 
community  pharmacists.  In  fact  Unichem  say  that  because 
many  manufacturers  offer  retail  chains  better  than  wholesale 
terms,  then  they  would  expect  to  be  able  to  negotiate  similar 
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deals  for  their  standard  pharmacy  customers. 

The  one  area  where  pharmacists  might  have  a  lingering 
suspicion  about  a  wholesale/retail  company  is  that,  as  number 
one  supplier,  the  wholesaler  has  access  to  intimate  details 
about  the  strength  of  the  retailers  with  whom  they  deal.  If  that 
wholesaler  owned  a  competing  business  then  this  would  give 
it  an  unfair  advantage.  If  there  was  no  competing  business 
then  the  worst  that  could  happen  would  be  an  offer  to  buy, 
which  might  or  might  not  be  welcome.  However,  no  cases  of 
"abuse"  involving  wholesalers  with  dual  personalities  appear 
to  have  come  to  light  and  none  should  now  be  anticipated. 

The  same  potential  conflict  of  interest  might  arise  if  a 
retailer  were  to  buy  a  wholesaler.  Our  investigations  (July  13, 
p86)  show  that  Allen  Lloyd  has  done  just  this  with  the 
purchase  of  parts  of  the  SOT  Health  Care  Group.  The 
purchaser,  Sales  Distributors  (Walsall)  Ltd,  was  a  dormant, 
wholly  owned  subsidiary  of  Lloyds  Chemists  pic,  according  to 
the  company  report  for  the  year  to  June  30, 1990.  Thereafter 
the  company  annual  return  (October  9,  1990)  shows  Sales 
Distributors  to  be  a  private  company  with  three  shareholders, 
one  of  whom  is  Allen  Lloyd.  We  are  sure  Mr  Lloyd  will  not 
allow  any  conflict  of  interests  to  arise  between  his  retail 
customers  and  his  retail  chain. 
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FHSA  supports 
Sheffield  LPC 


A  meeting  between  Sheffield  Local 
Pharmaceutical  Committee  and  the 
Family  Health  Services  Authority 
has  resulted  in  support  for  the  role 
of  pharmacists  in  primary 
healthcare  and  a  possible  pilot 
project  to  set  up  a  "health  shop" 
within  a  pharmacy. 

Martin  Bennett,  secretary  of 
Sheffield  LPC.  told  C&D  that  the 
meeting  had  serv  ed  to  open  the  eyes 
of  some  FHSA  executives  relatively 
new  to  the  NHS  to  the  possibilities 
available  from  pharmacy.  "The 
meeting  was  a  good  start  and  put  us 
in  a  good  light."  he  said. 

The  FHSA  agreed  to  cam-  out 
investigations  with  a  view  to  setting 
up  a  pilot  project  to  open  a  "health 
shop"  within  a  pharmacy  in  a 
deprived  area  of  the  city.  This  would 
act  as  a  focus  for  FHSA  activities 
and  health  promotions,  said  Mr 
Bennett  A  display  of  practice 
leaflets  and  a  map  showing  the 
locality  of  services  was  being 
considered  together  with  literature 
on  health  topics  and  possibly  an 
area  where  videos  could  be  shown. 
The  Committee  is  looking  at  ways  of 
obtaining  finance  for  this  venture, 
possibly  from  schemes  to  develop 
inner  city  areas,  said  Mr  Bennett. 

A  scheme  allowing  mothers 
issued  with  tokens  for  baby  milk  to 
redeem  them  at  local  pharmacies  in 
the  North  East  of  the  city  will 
commence  on  September  1.  If  this 
proves  successful  Mr  Bennett  hopes 
that  the  scheme  will  extend  to  the 
rest  of  the  city  by  the  end  of  the  year. 

The  FHSA  is  looking  to  divide 
Sheffield  into  five  sectors  or 


localities  and  hold  regular  meetings 
of  all  healthcare  professionals  in  the 
locality.  The  FHSA  has 
recommended  that  proposals  for 
introducing  referral  forms  for 
community  pharmacists  to  refer 
patients  to  CPs  should  be  discussed 
through  these  meetings. 

Pharmacists  will  also  be  invited 
to  future  locality  meetings 
concerning  the  development  of 
practice  formularies. 

Other  matters  to  come  out  of  the 
meeting  included: 

•  An  assessment  i  >i  the  distributii  in 
of  pharmacies  to  identify  any  areas 
of  overprovision  or  inadequate 
services. 

•  The  LPC  In  draw  up  i  >pti<  ms  U  n 
providing  24  hour  pharmaceutical 
services  including  the  possibility  of 
a  joint  initiative  with  hospital 
pharmaceutical  services. 

•  Information  to  be  sought 
concerning  pharmacists  with 
particular  expertise  in  the  support 
of  high  dependence  patients. 

•  The  distribution  of  publicity 
material  concerning  training 
courses  for  assistants.  A  room  could 
be  made  available  at  the  FHSA  for 
this  purpose. 

•  Pharmacists  to  be  included  in 
implementing  the  recommend- 
ations of  the  Standing  Medical 
Committee's  report  on  blood 
cholesterol  testing  when  published. 

•  An  ongoing,  widely  publicised 
DUMP  campaign  to  be  established 
in  the  near  future. 

On  a  national  basis,  the  FHSA 
expressed  support  for  a  number  of 
issues  and  has  agreed  to  write  t<  >  the 


Department  of  Health  concerning 
the  method  of  payment  for  the 
supply  of  appliances. 

Proposals  for  pharmacists  to  be 
able  to  issue  small  amounts  of 
medication  for  exempt  patients 
suffering  from  minor  ailments  are  to 
be  discussed  at  a  meeting  of  the 
LPC/LMC  liaison  committee.  An 
extension  of  the  pharmacist's  role  in 
providing  domiciliary  counselling 
and  monitoring  services  to  patients 
on  oxygen  therapy,  related 
medication  or  complex  drug 
therapy  was  also  proposed. 

The  FHSA  also  supported  the 
introduction  of: 

•  A  scheme  for  funding  the 
provision  of  monitored  dose 
systems  where  applicable. 

•  \  repeatahle  NHS  prescription. 
Pressure  is  to  be  maintained  on  CPs 
to  limit  supplies  to  28  days  on  one 
prescription  to  reduce  waste. 

•  A  unified  system  fi  ir  the  supply  of 
rehabilitation  equipment  to 
patients. 

•  \i  accreditation  scheme  for 
postgraduate  education  for 
pharmacists. 

The  under-funding  of  Sheffield 
FHSA  is  likely  to  be  a  problem  in 
implementing  many  of  the 
proposals,  said  Mr  Bennett.  The 
FHSA  is  currently  putting  together 
its  plans  for  1992-93  and  Mr 
Bennett  believes  it  is  important  that 
pharmacy  gets  itself  on  that  agenda. 


Darlington  Community  Health 
Council  has  appealed  to  Health 
Secretary  William  Waldegrave 
against  the  Rural  Dispensing 
Committee's  decision  to  grant 
permission  for  a  pharmacy  in  the 
village  of  Hurworth. 
Northumberland. 

Chief  officer  of  Darlington  CHC, 
Reg  Watson,  said  locals  had  felt  the 
RDC's  decision  had  "flown  in  the 
face  of  local  people".  It  had  sent  a 
letter  to  Mr  Waldegrave  after 
receiving  around  100  letters  of 
concern  and  various  petitions  of 
opposition  from  local  people  and 
groups. 

Main  concerns  were  that  the 
surgery  was  "some  distance"  from 
the  pharmacy,  the  bus  service  was 
infrequent,  and  there  would  be 
possible  loss  of  the  voluntary  free 
prescription  delivery  service. 

Mark  Koziol,  acting  on  behalf  of 


Extended 
role  ideas 
in  the  US 

Pharmacy  appointments  for 
patients  with  chronic  disease  and 
the  employment  of  social  workers 
are  two  ideas  put  forward  in  the  July 
issue  of  American  Pharmacy. 

An  appointment  system  with 
chronically  ill  patients  would  allow 
the  pharmacist  to  tike  charge  of  the 
medication  renewal  process,  writes 
the  author.  The  pharmacist  firstly 
identifies  patients  considered  to  be- 
at risk,  perhaps  those  with  two  or 
more  chronic  conditions  or  taking 
four  or  more  medicines. 

The  pharmacist  then  secures 
agreements  from  these  patients  to 
participate  and  determines,  in 
consultation  with  physicians,  the 
appropriate  renewal  cycle  for 
medication,  ie  30,  45  or  60  days. 

Based  on  these  cycles  the 
pharmacist  then  schedules  patient 
appointments  during  which  all  the 
necessary  medicines  would  he- 
dispensed  for  the  chronic- 
conditions  as  well  as  any  non- 
prescription medicines.  Information 
can  be  provided  and  the  pharmacist 
can  monitor  compliance,  adverse 
reactions  and  achievement  of 
therapeutic  objectives. 

The  advantages  of  the 
appointment  system,  claims  the 
author,  includes  improvements  in 
the  quality  of  patient  care,  and  in 
pharmacy  management  with  a  more 
efficient  use  of  pharmacists'  time. 

The  argument  for  employing 
social  workers  in  community 
pharmacy  is  based  around  the 
theory'  that  patients  may  have  a 
variety  of  physical,  psychological 
and  social  problems,  says  the 
author. 


a  client,  applied  for  the  pharmacy 
early  last  year.  He  says  Hurworth  is 
"begging  for  a  pharmacy",  the 
nearest  one  being  around  seven 
miles  away.  He  describes  the  village 
as  an  epicentre  of  about  four 
villages,  a  busy  area  with  passing 
trade  from  all  nearby  villages. 
Hurworth  already  has  two 
residential  homes,  an  expansive 
doctors'  surgery,  plus  a  late  night 
convenience  store  with  a  car  park 
that  never  empties,  he  says.  A 
county  plan  from  1973  had 
suggested  that  the  village  would 
benefit  from  a  pharmacy. 

"The  villagers  of  Hurworth  had 
never  had  a  pharmacy,  they  did  not 
even  know  what  a  pharmaceutical 
service  was  and  yet  they  had  allowed 
themselves  to  be  manipulated  by  the 
carefully  orchestrated  dispensing 
doctors'  anti-pharmacy  campaign." 
said  Mr  Koziol. 


Glaxo  face  damages  action 
over  Myodil 


A  High  Court  judge  last  week  urged 
chronic  back  pain  sufferers  who 
think  their  condition  may  have  been 
caused  by  a  dye  used  in  X-rays  to 
contact  a  solicitor  immediately. 

Mr  Justice  Steyn  gave  the  advice 
to  potential  claimants  as  he 
approved  a  scheme  for  the  future 
management  of  litigation  in  one  of 
the  largest  personal  injury  actions  to 
come  before  the  English  courts. 
More  than  3,600  people  who  claim 
they  suffer  back  pain  as  a  result  of 
being  injected  in  the  spine  with  the 
dye  Myodil  during  back  scans  have 
already  consulted  lawyers. 

In  a  multi-million  pound 
damages  action,  they  are  accusing 
the  dye's  manufacturer,  Glaxo 
Laboratories,  of  negligence  in 
allegedly  failing  properly  to 
research,  test  and  develop  Myodil 
and  continuing  to  market  the  dye 


after  it  knew,  or  ought  to  have 
known,  that  it  was  likely  to  cause 
injury'-  Myodil  was  withdrawn  in 
1987  on  the  basis  that  it  had  been 
superseded  by  other  products. 

Claimants  allege  that,  as  a  result 
of  the  use  of  Myodil.  they  have 
developed  arachnoiditis,  an 
inflammation  of  the  arachnoid 
membrane  surrounding  the  spine. 
The  nerves  are  damaged  causing 
severe  pain  in  the  back  and  legs.  Mr 
Justice  Steyn,  appointed  to  establish 
and  supervise  the  litigation  scheme, 
did  not  set  a  deadline  for  potential 
claims,  but  urged  claimants  to  come 
forward  now. 

Solicitor  Roger  Wicks,  a 
member  of  the  Myodil  Steering 
Committee,  said  that  although  the 
judge  did  not  impose  a  cut-off  date 
for  claims,  he  would  probably 
consider  doing  so  in  the  Autumn. 


Hurworth 
pharmacy  fight 
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Vending 
machine  for 
needle 
exchange 

A  vending  machine  which  provides 
addicts  with  a  needle  exchange 
service  is  available  from  a 
Manchester-based  charity.  Lifeline 
Project.  The  machine,  which  works 
on  a  token  system,  dispenses  packs 
containing  two  1ml  syringes,  three 
needles  and  a  condom. 

Carol  Chalmers,  finance 
manager  for  Lifeline  Project, 
believes  the  machine  will  be  most 
applicable  to  areas  which  are  open 
to  the  public  24  hours  a  day  such  as 
hospital  casualty  areas.  However, 
the  machine  is  also  relevant  for 
pharmacists  undertaking  evening  or 
weekend  duty,  she  says. 

The  machines  are  available  at  a 
cost  of  £600  and  the  purchaser  is 
responsible  for  installation.  The 
charity  can  supply  ready  filled  packs 
at  a  cost  of  £10.50  for  50  or  empty 
cartons,  for  filling  as  required,  for 
£9  per  hundred.  Tokens  are 
available  for  £5  per  hundred. 

The  machines  also  have  a 
returns  slot  where  used  needles  can 
be  deposited.  Purchasers  of  the 
machine  are  responsible  for  filling 
and  emptying  the  machines 
although  in  Greater  Manchester 
and  Lancashire  there  is  an  arranged 


Memory 
organisation 
in  errors 

Pharmacists  who  make  errors 
involving  drugs  names  may  not  be 
lazy  or  negligent.  Their  mistakes 
could  be  more  related  to  the  way  the 
memory  is  organised. 

Writing  in  The  Lancet,  Marion 
Slack,  of  the  University  of  Arizona, 
says:  "A  practitioner's  memory 
appears  to  be  organised  so  that 
typical  or  familiar  drug  names  are 
centrally  located  and  easily 
accessed;  the  familiar  objects  may 
be  recognised  without  using 
conscious  attention." 

Referring  to  a  reported  case 
about  confusion  between  Lasix  and 
Losec,  Ms  Slack  says  that  when 
Losec  first  came  onto  the  market  it 
was  likely  to  be  "recognised"  as  the 
more  familiar  Lasix. 

She  concluded  that  mistakes 
could  be  caused  by  the  organisation 
of  memory  after  reviewing  52 
reports  of  wrong  drug  errors. 
Experienced  pharmacists  shown  a 
"barely  perceptible"  drug  name  on 
a  computer  screen  and  asked  to 
choose  one  of  two  names,  one 
familiar  and  one  unfamiliar,  were 
more  likely  to  substitute  the  familiar 
name. 

Ms  Slack  suggests  that  names 
could  be  tested  before  product 
release  to  decrease  the  risk  of 
recognition  error. 


loading  and  emptying  service. 

The  National  Pharmaceutical 
Association  does  not  like  the  idea  of 
these  vending  machines,  director 
Tim  Astill  told  C&D.  One  of  the 
Association's  major  reservations  is 
security,  especially  the  hazard 
posed  by  having  used  syringes 
inside  the  machine.  No  matter  how 
robust,  no  vending  machine  is 
vandal  proof,  said  Mr  Astill.  "As 
long  as  there  are  pharmacies  in  the 
area  prepared  to  operate  an 
exchange  scheme  then  that  is  by  far 
the  preferred  option." 

"The  whole  thing  does  not 
appeal  to  me,"  was  the  reaction  of 
Edinburgh  pharmacist,  Christine 
Glover,  who  believes  that  siting  the 
machine  will  be  a  problem. 

A  plus  point  is  a  certain  degree 
of  anonymity,  she  says,  but  points 
out  that  this  is  not  so  much  of  a 
consideration  as  it  was  five  years 
ago.  On  the  minus  side,  the 
pharmacist  with  one  of  these 
machines  does  not  have  an 
opportunity  to  counsel  patients,  she 
said.  Mrs  Glover  is  also  concerned 
about  a  possible  "honey  pot  effect" 
with  addicts  gathering  near  the 
machine. 


Late  registration  penalty 


A  London  pharmacist  has  criticised 
the  "dismissive  attitude"  of  the 
Royal  Pharmaceutical  Society  after 
a  bizarre  set  of  circumstances  led  to 
him  paying  a  £430  penalty  for  failing 
to  register  his  two  pharmacies. 

Mr  Milan  Amin  is 
superintendent  pharmacist  of  a 
family  business  with  two  pharmacies 
in  Stonecot  Hill,  Sutton  and 
Brockley  Road,  London  SE4.  He 
was  away  from  home  when  the  fees 
demand  from  the  Society  arrived  in 
January.  Although  he  paid  his 
personal  registration  fee,  by  a 
"genuine  oversight"  he  neglected  to 
register  the  two  pharmacies. 

In  May  Mr  Amin  received  a  letter 
notifying  him  that  the  pharmacies 
had  been  removed  from  the 
Register  for  non-payment.  He 
immediately  paid  the  amount 
owing,  but  pointed  out  he  had 
received  no  warning  of  the  Society's 
intended  action. 

The  Society  sent  out  registered 
letters  to  all  non-payers  in  March. 
But  Mr  Amin  never  received  his,  a 


fact  that  is  confirmed  by  the  Post 
Office,  which  has  no  record  of 
delivery.  Mr  Amin  is  seeking  to 
recover  his  penalty  payment. 

Joy  Wingfield  of  the  Society's 
law  department  points  out  that  it 
has  a  legal  obligation  to  ensure 
premises  fees  are  paid.  "Our  policy 
is  to  say  'Pay  the  penalty  now 
otherwise  you  could  be  in  breach  of 
the  law,  and  we  will  then  look  into 
the  case  later',"  says  Mrs  Wingfield. 
The  Society  cannot  be  held 
responsible  for  the  failure  of  the 
Post  Office  to  deliver  a  registered 
letter,  she  says. 

The  level  of  the  penalty  is  fixed 
by  Council  to  cover  the  costs 
involved  in  chasing  up  late  payers. 

The  Society  took  the  view  that 
Mr  Amin  had  paid  on  time  in  the 
three  previous  years  and  was  aware 
of  the  procedure.  There  do  not 
appear  to  be  sufficient  extenuating 
circumstances  in  the  case,  says  Mrs 
Wingfield.  The  case  is  now  being 
handled  by  secretary  and  registrar 
John  Ferguson. 


Charter:  more  information 


More  information  for  patients  on 
the  drugs  prescribed  for  them, 
including  possible  side  effects,  is 
among  the  proposals  for  a  Patient's 
Charter  to  be  launched  in  early 
September. 

The  Patient's  Charter  will  be 
part  of  the  Department  of  Health's 
contribution  to  the  Citizen's 
Charter,  launched  this  week,  and 
will  be  published  in  detail  after 
consultation  with  the  various 
professional  organisations  involved. 

Giving  an  outline  of  the 
proposed  Charter  on  Tuesday, 
Health  Secretary  William 
Waldegrave  said  it  would  set  out 
formally  what  patients  are  entitled 
to  expect  from  the  NHS.  It  will 
introduce  an  official  channel  for 
complaints  and  appropriate  forms 
of  redress  for  patients  whose 


complaints  are  upheld;  published, 
guaranteed  maximum  waiting  times 
for  in-patient  or  day-care  treatment; 
treatment  elsewhere  in  the  NHS  or 
the  private  sector  if  a  hospital 
cannot  meet  that  deadline;  specific, 
timed  appointments  for  all  out- 
patients; an  early  and  courteous 
explanation  if  an  appointment  has 
to  be  delayed;  publication  of 
comparative  information  on  the 
performance  of  health  services  so 
patients  can  make  informed  choices 
about  their  treatment;  and  respect 
for  patient  privacy,  dignity  and 
religious  and  cultural  beliefs. 

Mr  Waldegrave  said  he  intended 
to  ask  all  regional  health  authorities 
to  set  up  similar  services  to  the 
"Help  for  health"  scheme  run  by 
Wessex  RHA,  which  provides  a 
range  of  information  on  local  health 


services.  He  would  also  like  to  award 
"Chartermarks"  to  those  health 
authorities  or  hospitals  which 
achieved  outstanding  performance. 
•  A  National  Opinion  Poll  survey 
carried  out  for  The  Independent 
found  that  only  35  per  cent  of  recent 
NHS  hospital  patients  were  wholly 
satisfied  with  the  way  they  were 
treated.  The  biggest  complaints 
were  about  access  to  doctors,  such 
as  spending  long  periods  in  waiting 
rooms  and  doctors  being  too 
overworked  to  give  sufficient 
personal  care.  Only  4  per  cent  said 
they  received  poor  medical 
treatment.  Bad  organisation  was 
blamed  for  the  NHS's  problems 
rather  than  lack  of  resources  and  53 
per  cent  said  they  would  pay  higher 
income  tax  so  more  could  be  spent 
on  the  service. 
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Homoeopathy  asthma 
cure  claim  removed 


Homoeopathy  has  no  proven 
benefit  in  the  treatment  of  asthma, 
was  the  conclusion  drawn  hy  the 
Advertising  Standards  Authority 
following  omipLimts  .ilmut  recent 
advertisements  from  the 
Homoeopathic  Foundation. 

The  Press  advertisements 
claimed:  "Homoeopathy  is  widely 
recognised  throughout  the  world  as 
a  safe  and  effective  medicine  to  cure 
asthma."  The  Authority  ruled  that 
the  company  should  amend  the 
advertisement,  removing  all 
references  to  asthma. 

The  Authority  received  five 
complaints  about  the 
advertisements,  including  one  from 
a  consultant  rhinologist  and  one 
from  the  chairman  of  the  Medical 
Advisory  Group  to  the  National 
Asthma  Campaign. 

One  of  the  advertisements 
showed  a  boy  using  a  nebuliser.  with 
the  claim  "Does  your  child  look  like 
this?  One  out  of  20  people  suffer 
from  asthma  in  the  UK",  and  the 
second  pictured  a  girl  receiving 
consultation. 

The  complainants  objected  that 
homoeopathy  had  never  been 
proved  to  cure  asthma  and  that  the 
picture  of  the  boy  wearing  a 
nebuliser  was  likely  to  frighten 
•4 


parents.  The  sub-heading 
"Advancing  the  medical  concept" 
implied  the  Foundation  was  doing 
research  on  homoeopathic 
formulations,  and  by  calling  itself  a 
foundation  implied  it  was  not  a 
commercial  company. 

The  Foundation  was  unable  to 
provide  evidence  in  the  form  of 
clinical  trials  to  show  homoeopathy 
had  a  beneficial  effect  on  asthma. 

•  A  complaint'  about  an 
advertisement  for  Gillette's  new 
quick  drying  Right  Guard  roll-on 
anti-perspirant  deodorant,  which 
challenged  its  claim  for  a  faster 
drying  time,  has  been  upheld.  The 
complainant  reported  the  product 
actually  took  about  ten  minutes  to 
dry. 

Gillette  produced  details  of  tests 
showing  the  drying  time  of  the 
product,  but  the  Authority 
concluded  it  failed  to  demonstrate 
faster  drying  than  the  old 
formulation.  They  requested  that 
Gillette  avoid  this  approach  in 
future,  unless  they  had  adequate 
proof  to  support  their  claims. 

•  If  you  eat  a  well-balanced  diet, 
you  should  not  need  to  supplement 
it  with  vitamins,  concluded  the 
Authority  following  complaints 
about  advertisements  from  Roche 

■ 


AAH  Pharmaceuticals'  Link  Pharmacy  Systems  have  donated  one  of  their 
286i  computers  to  Bradford  University's  Pharmacy  Practice  Research 
Unit.  Simon  Driver  (second  right),  manager  of  Link  Pharmacy  Systems,  is 
shown  presenting  the  drug  interaction  software  to  Dr  Ian  Jones  (second 
left)  watched  by  Professor  Geoff  Booth  and  research  unit  technician  Eileen 
Simpson 


Steroids  fines  proposed 


Tough  action  to  prevent  anabolic 
steroids  reaching  young  athletes  has 
been  proposed  by  the  Government. 

Under  the  proposals,  aimed  at 
coaches  who  supply  steroids  to 
young  sports  enthusiasts,  people 
who  give  or  sell  steroids  to  anyone 
under  the  age  of  18  could  face  fines 
of  up  to  £5,000. 

Trade,  professional  and  other 
interested  bodies  have  until  August 
14  to  comment  on  the  proposed 
legislation. 


Other  elements  of  the  package 
include: 

•  Additional  research  into  the 
extent  of  steroid  misuse; 

•  Additional  research  to  improve 
testing  and  detection  methods; 

•  An  enhanced  educational  effort 
aimed  mainly  at  schools  and 
competitors; 

•  Increased  action  against  those 
who  advertise  steroids  for  sale  in 
contravention  of  the  Medicines  Act 
1968. 


which  implied  general  and 
widespread  vitamin  deficiency  in  the 
UK. 

Complaints  were  received  about 
advertisements  foi  Supradyn, 
Redoxon  and  Berocca.  The 
complainants  questioned  the 
benefits  of  the  products  to  those  on 
a  well  balanced  diet,  challenged  the 
implication  that  quantities  of 
vitamin  C  in  fruit  deteriorated 
rapidly  and  doubted  whether 
Redoxon  supplied  greater 
quantities  of  the  vitamin  than  fruit, 
vegetables  and  fruit  juice. 
•  The  "vitamin  C"  consumer 
advertisement  is  included  in  an 
advertisement  feature  published 
this  week  in  our  Over  the  Counter 
supplement.  The  ASA  concerns 
over  copy,  and  its  request  that  some 
copy  should  be  altered,  was 
communicated  to  us  by  Roche  too 
late  for  amendment  of  the  OTC 
advertisement.  Roche  say  they  will 
amend  the  consumer  advertisement 
copy  in  line  with  the  ASA's 
recommendations. 


Branded 
amoxycillin 

Yet  another  range  of  branded 
generics  containing  amoxycillin  is 
being  launched  by  a  new  company. 
Yorkshire  Pharmaceuticals  (see 
Script  Specials). 

Amopen  products  are  priced 
below  the  Drug  Tariff  price  for 
amoxycillin  and  cost  less  than 
Bencard's  Amoxil.  However  they 
cost  the  same  as  Amoram,  Eastern 
Pharmaceuticals'  brand. 

Dr  A.  Baruah,  Yorkshire 
Pharmaceutical's  medical  adviser, 
says  their  team  of  eight 
representatives  will  cover  the  whole 
of  the  UK.  and  hope  to  provide 
better  service  and  quality  to  GPs. 

"CPs  can  prescribe  whatever 
they  want.  If  we  can  persuade  them 
to  write  our  brand,  we  would  have 
done  our  job,"  he  says.  The 
company's  market  research  showed 
that  GPs  would  prescribe  the  brand 
if  it  were  cheaper  than  the  brand 
leader  and  below  the  Drug  Tariff 
price  for  amoxycillin,  he  said. 

The  company,  which  is  about  a 
year  old,  hopes  to  launch  other 
products  in  the  next  few  months.  Dr 
Baruah  confirmed  that  these  would 
include  other  branded  generics. 


WEN  complains  to  ASA  over 
Pampers  claims 


The  Women's  Environmental 
Network  has  complained  to  the 
Advertising  Standards  Authority 
about  claims  that  Pampers  can 
prevent  nappy  rash  and  are  as 
"environmentally  friendly"  as  cloth 
nappies. 

WEN  has  criticised  two  studies 
prepared  for  Procter  &  Gamble 
which  claimed  there  was  "little 
difference  in  overall  environmental 
impact  between  paper  and  cloth 
nappies."  The  new  report  says  that 
disposables  use  five  times  more 
energy  than  cloth,  even  when  the 
detergents,  washing  machine  and 
dryer  are  taken  into  account. 


Disposables  use  about  569g  of  raw 
materials  per  baby  per  year 
compared  with  only  29kg  for  cloth, 
while  domestic  solid  waste  amounts 
to  240kg  for  disposables  and  4kg  for 
cloth,  says  WEN. 

WEN  has  also  complained 
about  suggestions  that  Pampers  can 
prevent  nappy  rash:  "We  believe 
there  are  no  conclusive  scientific 
studies,  other  than  those  paid  for 
and  distributed  by  Procter  & 
Gamble  themselves,  that  show 
babies  are  less  likely  to  get  nappy 
rash  if  they  use  Pampers  rather  than 
a  cloth  nappy  or  any  other  paper 
disposable  nappy." 


Remuneration 

In  1990-91  fees  paid  to 
pharmacists  in  England  and  Wales 
were  £543.1  million  with  a  lump 
sum  of  £10, 1m  for  the  period  to  be 
paid  in  1991-92.  In  1989-90 
£496. 5m  was  paid  in  fees  and 
£63. 4m  in  lump  sums  in  respect  of 
earlier  periods.  The  amount  paid 
in  1988-89  was  £468. 2m  of  which 
£20. 6m  was  attributed  to  profit.  A 
sum  of  £20  9m  was  paid  in  arrears 
from  1987-88. 

USA:  P  medicines? 

The  National  Consumers'  League 
in  America  has  joined  the 
American  Pharmaceutical 
Association  in  supporting  calls  for 
a  third  class  of  medicine.  The 
"pharmacist-only"  class  would 
not  require  a  prescription  but 
would  be  selected  after 
consultation  with  the  pharmacist. 
The  APhA  has  support  of  members 
of  the  US  Congress  and  Senate. 


Work  is  continuing  to  draft  the 
necessary  legislation  (American 
Pharmacy  July  1991). 

Diamorphine  imports 

An  application  has  been  made  for 
a  judicial  review  of  the  refusal  by 
the  Home  Secretary  to  permit  the 
importation  from  other  EC 
countries  of  diamorphine,  which  is 
manufactured  and  available  in  the 
UK.  A  hearing  has  been  set  for 
October  23,  Earl  Ferrers,  Home 
Office  Minister  of  State,  said  in  the 
Lords  last  week.  He  was 
responding  to  Lord  Ennals,  who 
asked  whether  the  Government 
intended  to  lift  the  ban. 

Script  figures 

Chemists  and  appliance  suppliers 
in  Northern  Ireland  dispensed 
1 ,347,872  items  (806,666  forms)  in 
March  at  a  gross  cost  of 
£9,951,774.  The  gross  cost  per 
item  was  £7.38. 
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Darlington 

case 
continues 

The  Darlington  company  which 
owns  the  pharmacy  at  the  centre  of 
a  land  row  is  to  appeal  against  the 
County  Court's  decision  allowing 
Darlington  Borough  Council  to 
repossess  the  land. 

The  land  in  Denmark  Street  was 
leased  to  Denmark  Chemist  Ltd  in 
1987  with  planning  permission  to 
build  a  pharmacy  on  the 
understanding  that  a  doctor's 
surgery  was  also  built  on  the  site. 

When  this  did  not  happen,  the 
Council  took  the  company  to  court 
in  an  attempt  to  repossess  the  land 
(C&D  June  1,  p886).  The  ruling  on 
July  10  went  in  favour  of  the 
Council,  Syed  Nazar  Hussein, 
managing  director  of  Denmark 
Chemists,  told  C&D.  Mr  Hussein 
says  he  is  appealing  against  the 
decision.  The  premises  at  Denmark 
Street  were  still  trading  on  July  23. 


Data 
protection 
concern 

The  Data  Protection  Registrar  has 
expressed  concern  about  the 
confidentiality  of  sensitive 
information  on  patients'  health 
"flowing  around  computer  systems 
in  the  NHS". 

In  his  Seventh  Report  to 
Parliament  (HMSO,  £11.40),  Eric 
Howe  says:  "Questions  arise  as  to 
who  will  have  access  to  health 
information  and  whether  those 
concerned  with  administration, 
rather  than  clinical  care,  will  be  able 
to  identify  individuals  and  all  their 
health  details." 

The  interprofessional  working 
group  set  up  by  the  British  Medical 
Association  has  produced  a  draft 
code  of  confidentiality  which  Mr 
Howe  would  welcome  to  form  the 
basis  of  an  Order  under  the  Data 
Protection  Act.  However,  the 
Department  of  Health  does  not 
support  the  statutory  strengthening 
of  the  Data  Protection  Principles  as 
they  apply  to  medical 
confidentiality,  and  is  working  on 
draft  non-statutory  guidance. 

The  registrar's  staff  are 
investigating  the  use  and  content  of 
the  "contract  minimum  data  sets", 
being  circulated  in  the  NHS,  to 
ensure  that  they  comply  with  the 
Data  Protection  Principles.  These 
data  sets  include  patient 
information  collected  by  district 
health  authorities  to  assess  local 
health  needs. 

Mr  Howe's  staff  also  maintained 
contact  with  the  Exmouth  "Care 
Card"  trial,  in  which  patients  were 
issued  with  smart  cards  containing 
their  medical  records,  and  will  do 
the  same  with  future  trials,  although 
no  major  data  protection  problems 
came  to  light. 
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'Selfish' 
Boots  look  to 
short  term 
gains 

As  a  community  pharmacist,  I 
have  always  enjoyed  what  others 
see  as  a  conflict  of  interest;  the 
apparent  contradiction  of 
professionalism  and 
commercialism  in  a  retail 
environment.  Present 
Government  policy,  however, 
encourages  all  professions  to 
compete  in  order  to  provide  wider 
public  choice  and  to  open  the 
process  of  professional 
assessment  to  the  consumer  gaze. 

This  process  has  caused  a 
relaxation  in  the  strict  ethical 
controls  over  advertising  and  has 
encouraged  a  more  aggressive 
approach  to  the  maintenance  and 
expansion  of  market  share  for 
medicinal  business  by  many 
companies  but,  in  particular,  by 
Boots.  This  first  manifested  itself 
as  an  attack  on  the  residential 
home  market,  then  by  self-service 
open  displays  of  medicines  and 
now,  if  rumour  is  correct,  by  an 
active  campaign  to  encourage 
patients  to  request  a  collection 
service  for  repeat  prescriptions. 

These  changes  have  been 
initiated  by  political  idealism  but 
fuelled  by  commercial  expediency. 
I  suspect  that  Boots  have  been 
slowly  losing  their  massive  lead  in 
the  pharmacy  popularity  league 
and  feel  they  can  no  longer  rely  on 
the  sheer  volume  of  people 
passing  through  their  stores  to 
maintain  their  prescription 
business. 

Unlike  most  other  professions, 
however,  pharmacy  has  no  direct 
client  relationship  upon  which  to 
base  its  financial  stability  and  a 
small  change  (as  seen  by  the 
patient)  in  the  supply 
arrangements  can  have  a  dramatic 
impact  on  the  viability  of  affected 
pharmacies.  If  it  is  more 
convenient  for  them  to  have  their 
prescription  dispensed  at  Boots, 
particularly  if  it  saves  them  a 
journey  to  the  surgery,  they  will  do 
so  and  merely  look  perplexed 
when  their  helpful  local 
community  pharmacist  goes  out  of 
business. 


The  National  Pharmaceutical 
Association  has  responded 
quickly  and  aggressively  (C&D 
July  20)  to  protect  their  members' 
interests  and  enable  them  to 
compete  for  repeat  prescription 
business  but  they  should,  perhaps, 
also  look  to  their  current 
advertising  campaign  for  a  change 
of  emphasis  (now  that  Boots  no 
longer  contributes  to  it),  by 
advising  the  patient  of  the  facts  of 
economic  life  for  their  community 
pharmacy. 

The  "use  them  or  lose  them" 
theme  has  never  been  more 
appropriate,  and  it  is  essential  that 
the  public  is  made  to  understand 
the  simple  equation:  no  scripts,  no 
work,  no  pay,  no  pharmacy! 

I  shudder  at  the  spectacle  of 
community  pharmacists  vying  with 
one  another  at  the  local  surgeries 
for  repeat  business,  thus  reducing 
the  dignity  of  the  profession  to  the 
level  of  the  market  place,  and 
threatening  the  hard-won  co- 
operative spirit  which  had 
promised  to  propel  a  united  and 
expanding  profession  into  the 
next  century.  Patient  medication 
records,  collection  and  delivery, 
computerisation,  residential  home 
services,  health  education,  life 
style  monitoring,  domiciliary 
services  —  the  list  is  endless.  All  of 
these  could  be  co-ordinated 
properly  and remunerated,  but 
this  opportunity  is  being  thrown 
away  for  the  short  term  gain  of  one 
selfish  public  company. 

It  is  not  too  late  for  sense  to 
prevail  and  for  Boots  to  realise 
they  bear  responsibilities  which 
should  outweigh  the  short  term 
interests  of  their  shareholders.  An 
interest  which,  in  the  long  term, 
may  be  better  served  by  co- 
operation rather  than 
confrontation  with  their 
colleagues. 

I  can  only  condemn  them  for 
this  attempt  to  undermine  the 
future  development  of  community 
pharmacy,  and  remind  them  of  a 
timely  statement  by  Bruce  Rhodes 
(C&D July  20,  pi  17).  "Neither  the 
Council  nor  the  members  own  the 
profession:  it  is  passed  to  us  in 
trust  and  we  have  a  duty  to  ensure 
that  it  is  handed  on  to  future 
generations  and  not  squandered 
for  short  term  gain". 


Unichem  bid 
marks  end  of 
an  era 

The  bitter  wholesalers  wars  of  the 
last  ten  years  could  reach  their 
ironic  conclusion  if  Unichem  wins 
the  bid  for  what  remains  of  the  old 
Macarthy,  and  this  well  known 
name  is  relegated  finally  to  the 
pages  of  history. 

The  wholesalers  are  moving 
into  retail  with  a  vengeance  in 
order  to  maintain  their  market 
share,  but  I  have  to  admit  that 
although  in  the  past  I  may  have 
been  critical  of  Peter  Dodds' 
machinations  on  behalf  of 
Unichem,  if  he  wins  this  particular 
battle  and  some  of  Savory  & 
Moore  can  be  successfully 
franchised,  then  that  must  be 
better  than  the  attentions  of  a 
disinterested  predator  or  of  an 
acquisitive  multiple. 

Meanwhile,  Medicopharma 
remain  on  the  sidelines 
maintaining  that  their  sole 
concern  is  in  expanding  their 
wholesale  network  and  not 
competing  directly  with  their  retail 
customers. 

This  must  be  a  fine  commercial 
tightrope  to  walk  since  the  gain  in 
disaffected  customers  must 
eventually  be  offset  by  the  loss  of 
accounts  to  vertically  integrated 
companies  from  the  finite  pool. 
The  loss  of  Macarthy  as  a  separate 
trading  group  must  affect 
Medicopharma,  and  I  would  not 
criticise  them  if  an  eleventh  hour 
"U"  turn  developed  into  a  genuine 
Dutch  auction! 
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The  best  news  since  sliced  bread . . . 


"""WO* 

Statin  3 


MIX" 


At  last  gluten-free  and  low-protein  breads  that  are 
nearer  to  regular  bread  in  taste  and  texture -new 
Glutafin  and  Loprofin  from  Nutricia  Dietary  Products. 

Developed  using  the  latest  ingredient  technology,  these 
loaves  are  light  and  tasty,  with  an  attractive  colour. 
Best  of  all,  unlike  other  dietary  breads,  Glutafin  and 
Loprofin  loaves  have  a  texture  that  does  not  crumble - 
great  for  sandwiches! 

There  are  three  new  varieties- Glutafin  Gluten-Free 
Loaf,  Glutafin  Gluten-Free  Fibre  Loaf  and  Loprofin  Low- 
Protein  Loaf- all  sliced  or  unsliced  loaves  with  a  long 
shelf  life 


. .  sliced  bread! 


Baking  made  easy 

For  home  baking,  there  are  three  new  gluten-free  and 
low-protein  Mixes.  These  all-purpose  flour  replacements 
give  enhanced  flavour  and  texture  to  a  whole  range  of 
home-made  foods- cakes,  breads  and  pastries  and 
much  more 

The  new  breads  now  available  are: 

•  Glutafin  Gluten-Free  Loaf 

•  Glutafin  Gluten-Free  Fibre  Loaf 

•  Loprofin  Low-Protein  Loaf 

The  new  mixes  now  available  are: 

•  Glutafin  Gluten-Free  Mix 

•  Glutafin  Gluten-Free  Fibre  Mix 

•  Loprofin  Low-Protein  Mix 

All  the  new  products  may  be  supplied  on  prescription 
when  gluten-free  or  low-protein  breads  and  mixes  are 
requested. 

Look  out  for  more  new  and 
exciting  Glutafin  and 
Loprofin  products 
coming  shortly. 


JJUTRICIfl. 

DIETARY  PRODUCTS  LTD. 

Leaders  in  scientific  nutrition 


Nutricia  Dietary  Products  Ltd.,  494-496  Honeypot  Lane,  Stanmore,  Middlesex  HA7  1JH  Telephone  081-951  5155. 
Prescribability 

Glutafin  breads  and  mixes:  On  EP10  as  per  the  recommendations  made  by  the  Advisory  Committee  on  Borderline  Substances  (A.C.B.S.)  for  gluten-sensitive  enteropathies 
including  steatorrhoea  due  to  gluten  sensitivity,  coeliac  disease  and  dermatitis  herpetiformis. 

Loprofin  bread  and  mix:  On  EP10  as  per  the  recommendations  made  by  the  Advisory  Committee  on  Borderline  Substances  (A.C.B.S.)  for  phenylketonuria,  similar  amino 
acid  abnormalities,  renal  failure  liver  failure,  liver  cirrhosis,  gluten-sensitive  enteropathies  including  steatorrhoea  due  to  gluten  sensitivity,  coeliac  disease  and  dermatitis 
herpetiformis. 

The  gluten-free  wheat  starch  used  in  these  products  complies  with  the  internationally-agreed  criteria  for  gluten-free  foods  (Codex  Alimentanus). 


Scriptspecials 


Alphodith  for 
SCOT  in  psoriasis 


Stafford-Miller  are  launching  a 
range  of  four  dithranol  ointments 
for  the  treatment  of  psoriasis  by  the 
short  contact  dithranol  therapy 
(SCDT)  method. 

SCDT  has  become  an 
increasingly  popular  first  line 
treatment,  says  the  company.  It 
utilises  the  fact  that  dithranol 
penetrates  damaged  skin  much 
better  than  an  intact  epidermis.  If 
applied  in  high  concentrations  for  a 
short  period  and  then  washed  off,  it 
is  absorbed  extensively  by  the 
lesions  but  hardly  at  all  by  the 
surrounding  skin. 

Stafford-Miller  claim  to  have 
incorporated  two  significant 
improvements  over  other  dithranol 
products.  Firstly  Alphodith  is  non- 
aqueous, giving  a  better  penetration 
rate  into  the  epidermis.  Contact 
times  of  between  10-30  minutes  are 
said  to  clear  psoriatic  plaques  within 
four  weeks.  And  because  of  an 
increasing  need  for  a  higher 
strength,  a  3  per  cent  ointment  is 
included  in  the  range. 
Manufacturer  Stafford-Miller  Ltd, 
Broadwater  Road,  Welwyn  Garden 
City,  Herts  AL7  3SP 
Description  Smooth  soft  yellow 
ointments  containing  dithranol  0.4, 
1, 2  and  3  per  cent  w/w  respectively 
Indications  Topical  treatment  of  sub- 
acute and  chronic  psoriasis, 
including  psoriasis  of  the  scalp,  by 
SCDT 

Administration  Treatment  should 
start  with  Alphodith  0.4  per  cent, 
the  clinical  response  determining 
the  need  to  progress  to  higher 
strengths.  Apply  the  ointment 
sparingly,  once  daily,  to  the 
psoriatic  plaques  and  protect  the 
surrounding,  normal  skin  with  white 
soft  paraffin.  Leave  ointment  on  for 
required  time  then  remove  excess 
with  tissue  paper  and  wash 
thoroughly.  Shampoo  out  if  applied 
to  the  scalp.  The  initial  daily 
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treatment  time  with  each  strength 
should  not  exceed  10  minutes,  and 
may  be  increased  gradually  over 
seven  days  to  a  maximum  of  30 
minutes.  In  event  of  undue 
irritation,  stop  treatment  for  two 
days  and  resume  on  alternate  days. 
Treatment  should  be  continued  at 
optimum  tolerated  strength  and 
leave-on  time  depending  on  patient 
response.  Not  suitable  for  infants 
and  young  children 
Contra-indications,  warnings  Not  to  be 
used  for  pustular  psoriasis  and  not 
suitable  for  acute  psoriasis  or  use  on 
inflamed  skin.  Renal  disease.  Do 
not  apply  to  the  face,  inside  of  the 
thighs,  the  genital  region  or  skinfold 
areas.  Should  contact  with  the  eyes 
occur,  bathe  immediately  and  seek 
medical  advice.  The  ointment  will 
cause  staining  and  discolouration  to 
skin,  clothing  and  bathroom  ware. 
Use  gloves  when  applying 
Legal  category  0.4  and  1  per  cent  P;  2 
and  3  per  cent  POM 
Packs  50g  tubes:  0.4  per  cent  £3.50; 
1  per  cent  £4.25;  2  per  cent  £6;  3 
per  cent  £8.50,  all  prices  trade 
Product  licence  0036/56-59 
Issued  July  1991 


Amopen  is 
amoxycillin 

Yorkshire  Pharmaceuticals  are 
launching  a  range  of  amoxycillin 
products  under  the  brand  name 
Amopen  on  August  1. 

The  range  consists  of  250mg 
capsules  (500  £69),  500mg  capsules 
(100  £25),  125mg/5ml  suspension 
(100ml  £1.60)  and  250mg/5ml 
suspension  (100ml  £3.20,  all  prices 
trade).  The  products  will  be 
available  nationally.  Yorkshire 
Pharmaceuticals  Ltd.  Tel:  0274 
521726. 

1991 


Sandoglobulin 

Sandoz  have  removed  the  infusion  sets 
from  Sandoglobulin  3g  and  6g  packs 
(the  home  infusion  procedure  pack 
contains  an  infusion  set).  Patients  may 
require  more  than  one  pack  per 
infusion,  but  will  use  only  one  infusion 
set.  thus  incurring  wastage,  say  Sandoz. 
All  packs  will  still  be  provided  with  a 
transfer  needle,  and  prices  remain 
unchanged.  Sandoz  Pharma- 
ceuticals. Tel:  0276  692255. 

Ascendis  to  Novex 

Novex  Pharma.  a  division  of  Innovex 
Medical  Products  Ltd,  will  take  over  the 
marketing  of  Ascendis  tablets  from 
Lederle  from  August  1.  Prices  remain 


unchanged.  Distributors:  Farillon 
Ltd.  Tel:  04023  76554. 

Paraplatin  solution 

Over  the  next  few  months,  Bristol- 
Myers  will  be  phasing  in  Paraplatin 
aqueous  solution  lOmg/ml  in  place  of 
the  present  lyopholised  powder.  Vial 
sizes  and  prices  remain  unchanged. 
Bristol-Myers  Pharmaceuticals.  Tel: 
081-572  7422. 

Clinitar  f  rom  Shire 

Clinitar  cream  and  shampoo  are  now 
being  distributed  by  Shire 
Pharmaceuticals  on  behalf  of  Smith  & 
Nephew.  Shire  Pharmaceuticals  Ltd. 
Tel:  0264  333455. 


Medical  Matters 


Folic  acid  and 
spina  bifida 


Women  who  have  had  a  pregnancy 
affected  by  neural  tube  defects  such 
as  spina  bifida  should  start  taking 
folic  acid  supplements  before  their 
next  pregnancy. 

This  recommendation  follows  a 
Medical  Research  Council  vitamin 
study  into  the  prevention  of  neural 
tube  defects  published  in  The 
Lancet  this  week. 

The  study  involved  1,817  "high 
risk"  women  in  seven  countries  who 
were  randomly  allocated  to  one  of 
four  groups:  folic  acid,  other 
vitamins,  both  or  neither.  Of  the 
1,195  full  term  pregnancies,  27 
infants  had  a  known  neural  tube 
defect,  six  in  the  folic  acid  groups 
and  21  in  the  two 
other  groups.  Folic  acid  was 
therefore  said  to  have  prevented  72 
per  cent  of  neural  tube  defects. 

The  MRC  said  it  was  not  clear 
whether  all  women  planning  a 
pregnancy  should  take  folic  acid 
supplements.  But  it  called  for  public 


health  measures  to  ensure  that  the 
diet  of  all  women  of  childbearing 
age  contains  an  adequate  amount  of 
folic  acid. 

The  chief  medical  officer  at  the 
Department  of  Health,  Sir  Donald 
Acheson,  welcomed  the  findings, 
saying  they  were  of  major 
international  significance.  He 
endorsed  the  recommendation  that 
all  affected  women  should  take  5mg 
of  folic  acid  daily  before  a  further 
pregnancy. 

An  expert  advisory  committee  is 
to  be  set  up  to  consider  urgently 
how  best  to  increase  the  intake  of 
folic  acid  by  all  women  who  are 
likely  to  become  pregnant. 

Foods  identified  as  rich  in  folic 
acid  are  lettuce,  raw  or  lightly 
cooked  green  vegetables  such  as 
spinach,  broccoli,  cabbage  and 
sprouts,  as  well  as  frozen  peas, 
bread,  rice,  fruit  and  nuts.  However, 
liver  should  be  avoided  due  to  its 
high  vitamin  A  content. 


Cyclosporin  use 


The  immunosuppressant  drug 
cyclosporin  is  a  safe  and  effective 
short  term  treatment  for  severe, 
refractory  atopic  dermatitis  (The 
Lancet  July  20). 

The  study  involved  33  patients 
who  received  either  placebo  for 
eight  weeks  then  5mg/day  of 
cyclosporin  for  eight  weeks  or 
cyclosporin  then  placebo.  They 
were  assessed  every  two  weeks  for 
disease  activity,  extent  of  disease, 
sleep  and  itch,  topical  steroid  use 
and  adverse  events. 

Both  the  extent  and  the  activity 
of  dermatitis  were  significantly 


improved  as  were  subjective 
measures  of  disease.  Of  those  on 
cyclosporin.  20  reported  adverse 
events  compared  with  eight  taking 
placebo,  but  no  patient  had  to 
withdraw  from  the  study. 

It  is  thought  that  cyclosporin 
may  be  an  effective  alternative  for 
adults  whose  condition  is  poorly 
controlled  with  steroids,  azathio- 
prine  or  photochemotherapy. 
Further  studies  are  in  progress  to 
define  the  optimum  cyclosporin 
dose  and  to  evaluate  long  term 
therapy  in  the  overall  management 
of  atopic  dermatitis. 
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Just  one  of  the  ways  we'll  be  persuadin: 
more  people  to  buy  Radox. 


This  August  we  are  running 
the  'Radox  National  Revitalisation 
Month!  We  will  be  touring  the 
country  with  our  roadshow  giving 
advice  and  demonstrations  on  a 
variety  of  different  ways  to  relieve 
stress  including  free  sessions 
with  our  professional  masseur. 


Michael  van  Straten  will  be 
promoting  it  on  local  radio  and 
we'll  be  handing  out  leaflets  and 
stress  cards  at  British  Rail  Stations. 

We'll  also  be  telling  the  public 
that  they'll  get  even  more  herbs 
with  our  new  promotional  packs, 
because  with  them,  they  can  send 


off  for  a  Schwartz  spice  rack 
with  seven  herbs  and  spices. 

In  addition  to  this,  we'll  alsc 
be  running  a  heavyweight  TA 
campaign  for  Radox  Showerfresr 

And  so  after  we  have  beer 
massaging  their  necks  for  a  month 
you'll  be  rubbing  your  hands. 


Counterpoints 


P&G  launch  'new  action' 
Vaposyrup  for  coughs 


Procter  &  Gamble  have 
announced  what  they 
describe  as  "the  biggest 
launch  in  cough  syrup 
history"  —  the  launch  of 
Vicks  Vaposyrup. 

The  product  is  said  to  use 
a  "thixotropic  polyol",  a 
special  base  which,  P&G 
claims,  soothes  the  throat's 
cough  receptors  so  providing 
rapid  relief.  The  coating 
action  is  said  to  last  for  up  to 
45  minutes,  after  which  the 
systemically  acting 
ingredients  will  have  entered 
the  blood  stream  and 
become  fully  effective,  say 
P&G. 

Vicks  Vaposyrup  (£2.49) 
comes  in  four  variants  — 
chesty,  chesty  with  nasal 
congestion,  dry,  and  dry  with 
nasal  congestion.  The  latter 
three  are  Pharmacy 
medicines. 

Vaposyrup  for  chesty 
coughs  contains 
guaiphenesin  and  the  variant 
for  dry  coughs  contains 
dextromethorphan.  The  two 
products  for  coughs  with 
nasal  congestion  contain 
phenylpropanolamine. 

The  recommended  dose 
for  adults  (over  12  years)  is 
15ml,  for  children  aged  6 
-11, 10ml  and  for  children 
aged  2-5, 5ml.  The  dose  can 
be  repeated  every  four  hours, 
with  a  maximum  of  six  per 
day. 

The  Vaposyrup  range  will 
be  supported  by  "the  largest 
promotional  spend  ever  on 
the  launch  of  an  OTC  cough 
medicine",  say  P&G, 
including  a  £2.5  million 
television  campaign. 
Procter  &  Gamble  Health 
&  Beauty  Care.  Tel:  0784 
434422. 


Sanatogen 
offer 

Unichem  are  offering 
discounts  on  Sanatogen  cod 
liver  oil. 

On  purchase  of  five 
outers  a  free  counter  unit, 
containing  six  100ml  trial 
size  bottles  and  three  90s 
capsule  packs,  is  offered. 

Sanatogen  cod  liver  oil 
liquid  is  offered  at  £5.89  for 
a  500ml  bottle.  Unichem 
pic.  Tel:  081-391  2323. 


When  did  you  last  look 
at  your  feet? 


The  British  public  neglect 
their  feet  according  to  the 
latest  research  undertaken 
by  Scholl  on  the  subject  of 
footcare. 

Although  two  out  of  three 
people  admit  to  suffering 
from  foot  complaints,  most 
do  nothing  about  it.  Of  those 
questioned,  60  per  cent  said 
they  had  not  even  looked  at 
their  feet  in  the  last  week, 
but  of  those  that  had,  almost 
half  were  experiencing  pain 
or  discomfort. 

One  of  the  most  common 
foot  complaints  is  hard,  dry 
skin,  experienced  by  over  40 
per  cent  of  women.  The  most 
common  male  foot  problem 
is  foot  odour  —  three  times 
more  men  suffer  than  women 
—  but  60  per  cent  of  them  do 
nothing  about  it!  However, 
92  per  cent  of  men  who 
suffer  from  athlete's  foot 
treat  the  condition. 

In  a  further  survey,  where 
Scholl  interviewed 
pharmacists,  doctors, 
practice  nurses  and  health 
visitors  on  their  attitudes  to 
footcare,  pharmacists  were 
the  only  group  who  felt  that 
patients  came  to  them 
specifically  for  advice.  GPs, 
practice  nurses  and  health 
visitors  found  that  patients 
only  asked  about  foot 
problems  as  an  "after- 
thought" when  seeking 
advice  for  another,  unrelated 
complaint. 

Pharmacists  reported 
they  are  most  likely  to  be 


asked  advice  on  athlete's 
foot,  corns,  callouses  and 
rough  skin,  conditions  for 
which  patients  know  a  range 
of  self-treatment  products  is 
available. 

Out  of  the  professional 
medical  sectors  questioned  it 
was  pharmacists  who  felt 
most  strongly  that  people  do 
not  look  after  their  feet. 
Scholl  Consumer 
Products.  Tel:  0582 
482929. 


About 
Face 

FSC  have  launched  About 
Face  vitamin  A  cream  (50ml 
£4.99).  The  cream  contains 
both  vitamins  A  and  E.  The 
new  product  and  the  recently 
launched  About  Nails  will  be 
supported  by  a  £250,000 
Press  campaign  throughout 
the  year.  Food  Supplement 
Co  Ltd.  Tel:  0483  426666. 

Baby  book 

Unichem  have  produced  a 
book  of  baby  products 
promotions. 

It  includes  the  World  of 
Beatrix  Potter  and 
promotions,  offering 
pharmacists  a  free  pack  of 
six  by  28  Milton  sterilising 
tablets  on  orders  of  six  cases 
of  Pampers.  Unichem  pic. 
Tel:  081-391  2323. 


Tudor 
offers 


Tudor  are  offering  dealers  a 
free  35mm  compact  camera 
with  every  two  50  pack  film 
dispenser  units  ordered.  The 
dispensers  (£58)  hold  40  ISO 
200  film  (24  exposures)  and 
10  ISO  100  films. 

The  company  is  also 
offering  a  mobile  retail  unit. 
The  unit  is  designed  to  look 
like  one  of  Tudor's  XLS  film 
boxes  and  intended  for  use 
at  local  events  and  shows. 
Tudor  Photographic  Ltd. 
Tel:  081-450  8066. 


Heron's 
Pill  Minder 
revamped 

Heron  Plastics  have  made  a 
number  of  improvements  to 
their  daily  Pill  Minder,  a 
product  which  helps  people 
to  remember  when  and 
which  tablets  to  take. 

The  clasp  has  been 
refined  to  make  opening  and 
closing  easier.  A  brailled  dot 
pattern  on  the  lid  acts  as  an 
aid  for  the  partially  sighted, 
and  the  cubicle  shape  allows 
for  the  holding  of  several 
tablets  for  each  dosing 
period. 

The  daily  Pill  Minder, 
which  retails  at  £0.96,  is 
supplied  in  a  counter  top 
display  carton,  and  is 
available  from  Heron 
Plastics  Ltd.  Tel:  0534 
72183. 


Spatone 
Plus  from 
Nelsons 

Nelsons  are  the  distributors 
for  new  Spatone  Plus,  a 
formulation  of  iron  and 
minerals  in  a  natural 
solution. 

Spatone  Plus  comes  in 
one  month  boxed  courses  of 
84  x  10ml  sachets,  retailing 
at  £6.55,  and  for  an 
introductory  period  will  be 
available  at  £4.99.  A  Nelson 
&  Co.  Tel:  071-946  8527. 


Nylax  in  tens 


Crookes  Healthcare's  Nylax, 
which  they  say  is  the  number 
two  laxative  in  pharmacies, 
will  be  available  in  a  new  ten 
tablet  pack  (£0.73)  from 
August  1 .  The  new  pack  is  a 
GSL  to  allow  display  on  the 
counter  and  in  self-selection 
areas. 

To  ensure  customer 


awareness,  a  display  outer 
has  been  created  containing 
12  packs.  Other  promotional 
initiatives  for  Nylax  include  a 
consumer  education 
programme  on 
understanding  and  coping 
with  constipation.  Crookes 
Healthcare  Ltd.  Tel:  0602 
507431. 
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Swaddlers  move  into 
sanpro  with  Linesse 


Swaddlers  are  entering  the 
sanpro  market  in  the 
Autumn  with  the  launch  of  a 
range  of  towels  and  pant 
liners  called  Linesse. 

Senior  product  manager 
Jo  McEvedy  says  the 
company  decided  to  launch 
into  sanpro  after  consumer 
research  revealed 
dissatisfaction  with  the 
choice  of  towels  on  offer. 
"Women  seemed  satisfied  on 
the  surface,  but  our  research 
showed  that  not  all  needs 
were  being  reached.  It 
appeared  that  towels  were 
either  absorbent  but  bulky, 
or  discreet  yet  not  secure, 
but  not  both." 

Swaddlers  claim  the  new 
range  is  "designed  by  women 
for  women",  resulting  in  a 
new  shaped  towel  which  will 
meet  the  needs  of  all  women. 
Designed  in  a  figure  of  eight, 
Linesse  towels  can  be  worn 
in  either  direction  and  are 
shaped  to  tit  the  body  with 
special  profiled  ends. 

It  has  a  patented  cover 
material  called  Pantex, 
featuring  a  network  of  square 
funnels  which  transport  fluid 
into  the  fluff  below.  The 
towel  also  has  grooves  which 
channel  the  flow  lengthways 
rather  than  sideways,  giving 
increased  comfort. 


Klorane 
quinine 
and  B6 
shampoo 

Klorane  have  introduced  a 
shampoo  to  revitalise  fragile, 
tired  and  lifeless  hair. 

Quinine  and  vitamin  B6 
shampoo  (200ml  £3.60)  is 
said  to  help  restore  shine  to 
hair  damaged  by  weather, 
chemical  treatments  or  made 
brittle  after  illness.  The 
shampoo  is  hypo-allergenic 
and  contains  polymer  to  give 
volume.  Pierre  Fabre  Ltd. 
Tel:  0865  742525. 

Travel  in 


style 


Parfums  Guy  Laroche  are 
offering  consumers  a  beauty 
case  on  purchase  of  50ml 
Fidji  EDT  spray  (£28.50). 

The  case  contains  a 
make-up  mirror,  pocket  and 
expanding  holders  to  keep 
bottles  and  jars  intact,  and 
1 0ml  sachets  of  Fidji  bath 
and  shower  gel,  body  lotion 
and  body  cream.  Prestige  & 
Collections.  Tel:  071-937 
7207. 


The  Linesse  range 
comprises  regular  size  1 
towel  (10s,  18s);  super  size  2 
towel  (10s,  18s);  night  size  3 
towel  (10s):  standard 
pantliner(30s);  and 
deodorant  pantliner(30s). 
First  order  date  is  September 
30  and  prices  are  "compar- 


able with  the  market  leader". 

To  support  the  launch  of 
Linesse,  Swaddlers  are 
investing  £1.5  million  in 
television  and  Press 
campaigns  planned  for  the 
last  three  months  of  the  year. 
Swaddlers  Ltd.  Tel: 
091-482  5566. 


Colorfast 
go  Italian 

Colorfast's  new  Autumn 
collection  focuses  on  Italian 
styles.  Called  Milano,  it 
features  mainly  pinks, 
browns  and  plums. 

For  eyes  there  are  two 
shadow  duos  (£5.75): 
Venetian  Silks,  rich  brown 
and  pink;  or  Adriatic  Blues, 
soft  indigo  and  azure.  For 
lips  and  nails  there  is  day 
long  lipstick  (£5.25)  and  nail 
polish  (£4.25)  in 
Cappuccino,  a  muted  pinky 
brown. 

For  cheeks  there  are  two 
shades  of  Complete 
Complexion  compact 
blusher  —  wild  orchid  and 
gentle  rose  (£7.75).  Max 
Factor.  Tel:  0202 
524141. 


Stratton 
add 

cushion 
compact 

Stratton  have  developed  a 
new  design  in  powder 
compacts,  aimed  at  younger 
consumers. 

The  Cushion  Compact  is 
the  first  to  contain  an 
integrated  loose  powder 
container,  which  can  be 
removed  and  replaced  with  a 
pressed  powder  container, 
say  Laughton. 

The  new  compact  comes 
in  four  different  designs  — 
the  silver  plated  version 
retails  at  £29.95  and  the 
others  at  £24.95.  Laughton 
&Sons.  Tel:  021  436 
6633. 


Philishave  gets  a  new 
model  and  update 


Philips  have  introduced  one 
new  men's  shaver  and 
improved  four  of  their 
existing  models. 

The  new  Philishave 
HS825  (£49.95)  has  a  similar 
shape  to  the  HS805  and  the 
same  double  action  shaving 
heads  and  long  trimmer.  It 
has  automatic  voltage 
selector  and  can  be  used  as  a 
rechargeable  or  mains 
model. 

The  HS980  now  shows 
the  exact  shaving  time 
remaining,  and  the 
Philishave  HS765  and 


HS715  models  both  have  a 
new  look  and  improved 
double  action  shaver  heads 
and  long  trimmers. 

The  HS765  now  has  a 
nine  position  comfort  setting 
with  improved  control.  The 
HS805  has  a  new  shape  as 
well  as  improved  double 
action  shaving  head  and 
trimmer. 

The  four  models  replace 
the  HS975,  HS755,  HS705 
and  HS800  and  will  retail  at 
£99.95,  £56.95,  £45.95  and 
£36.95  respectively.  Philips. 
Tel:  081-689  2166. 


Mary  Quant  get  The 
Colour  for  Autumn 


For  Autumn  Mary  Quant  are 
concentrating  on  variations 
on  a  brown  theme. 

Called  The  Colour,  the 
collection  includes  caramel, 
copper,  bronze  and 
terracotta  for  a  natural  look. 
All  the  powder  shades  are 
embossed  with  the  Mary 
Quant  daisy  motif. 

Colour  Rich  lipstick 
(£2.20)  and  nail  shine 
(£1.90)  come  in  Terracotta. 


I'p  Town  Brown  (russet)  and 
Down  to  Karth  (ginger). 
Single  eyeshadows  (£1 .90) 
are  in  Hazel  Whirl  (tawny 
beige)  and  Secret  Squirrel 
(pinky  bronze)  and  duos 
(£2.20)  in  Bo  Peep  (creamy 
pink  and  beige)  and  Choc 
Aholic  (caramel  and  copper). 
The  new  Blushbaby  shade  is 
Bee  My  Honey  (£2.40).  Max 
Factor.  Tel:  0202 
524141. 


Shades  of 
Autumn 
from  Max 
Factor 

Max  Factor's  new  collection 
of  Autumn  cosmetics  is 
called  Cafe  Society.  The 
range  includes  rich,  spicy 
browns,  reds,  golds  and 
terracottas. 

There  are  two  new 
Moisture  Rich  lipsticks 
(£3.25)  and  matching  nail 
polishes  (£2.65)- 
Cappuccino  and  Paprika. 
New  eyeshadow  duos  (£3.25) 
are  Coffee  Beans  (bronze 
and  terracotta)  and  Beech 
Nut  (topaz  and  sand).  New 
Autumn  blusher  shades  are 
Demerara  and  Nutmeg 
(£3.49).  Max  Factor  Ltd. 
Tel:  0202  524141. 


Twiggy  in 
Silvikrin 
Active 
Care  TV  ad 

Silvikrin  Active  Care  styling 
range  will  be  supported  by  a 
new  television  advertising 
campaign,  starring  Twiggy. 

The  commercial  shows 
Twiggy  creating  a  number  of 
different  hair  styles  using 
Silvikrin  products  to  the 
lyrics  of  Amen  Corner's 
"Bend  me,  shape  me". 

The  campaign  runs  until 
the  end  of  August  and 
coincides  with  the  "Style 
Secrets"  video  offer 
promoting  Silvikrin 
shampoos  and  conditioners. 
Smithkline  Beecham 
Personal  Care  UK.  Tel: 
081-5605151. 


Wilkinson  Sword  have  introduced  a  display  unit  for  their  range 
of  manicure  and  pedicure  products.  The  unit  comes  in  a 
counter  or  wall  hanging  version  and  is  free  with  orders  worth 
£104.95  placed  for  a  range  of  Wilkinson  Sword  manicure 
products.  The  products  included  with  the  unit  make  up  the 
company's  recommended  core  range.  Copies  of  the  new  "Guide 
to  nail  care"  booklet  come  free  of  charge  with  the  unit.  And 
when  the  manicure  counter  display  unit  is  ordered  up  until  the 
end  of  August,  the  company  is  offering  retailers  a  free  case  of 
nail  scissors  (ten  packs)  worth  £64.50.  Wilkinson  Sword.  Tel: 
0494  33300. 
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Relieves  the  discomfort  of  constipati 


Now,  no  other  herbal  baby  drink 
can  measure  up  to  Milupa. 


As    brand    leader    in    herbal    baby  drinks, 
Milupa    stands    head    and    shoulders  above 
the  competition. 

Now,  there's  even  more  reason  to  look 
up  to  Milupa.  To  complement  our  range  of 
herbal  drinks  for  the 
younger  baby,  we 
have  just  introduced 
new  herbal  &  fruit 
varieties  for  the  older 

baby.  Which  means  that  Milupa  now  appeals 
to  taste  buds  of  all  ages. 

And  with  attractive  new  packaging, 
mums  won't  have  to 
look  too  hard  to 
find  us  on  your 
shelves.  Assuming,  of 
course,      that  our 

consumer  advertising  campaign  hasn't  already 
emptied  them. 

So,  be  prepared  and  order  extra  stocks  of 
Milupa  Herbal  Baby  Drinks  now.  In  full  measure. 

milupa 

HERBAL  BABY  •  DRINKS 

Naturally  refreshing  drinks  for  your  baby. 

See  your  representative  or  ring  our  Sales  Department 
on  081-573  9966.  Milupa  Ltd,  Milupa  House,  Uxbridge  Road, 
Hillingdon,  Uxbridge,  Middlesex  UB10  ONE. 


Robinsons  revamp  range 


Robinsons  Baby  Foods  are 
relaunching  their  complete 
range  of  baby  foods  with 
brighter,  more  modern 
packs.  In  addition,  thereare 
improved  flavours  in  the 
savoury  varieties. 

The  redesigned  packs 
give  more  prominence  to  the 
Robinsons  name.  They  use 
improved  food  photography 
and  have  brighter  colours  to 
define  each  meal  sector  more 
easily.  More  emphasis  is 
given  to  the  popular  Spikey 
offers  and  the  age  range 
flashes  have  been  made 
easier  to  read. 

The  taste  has  been 
improved  by  increasing 
natural  flavourings  and  the 
company  says  that  in  recent 
tests  using  its  mother  and 
baby  tasting  panel, 
Robinsons  varieties 


outperformed  their 
competitors. 

A  specialist  pharmacy 
sales  force  will  be  offering 
retailers  free  stock  deals 
throughout  September.  The 


relaunched  range  will  be 
advertised  as  part  of 
Robinsons'  ongoing 
campaign  in  the  mother  and 
baby  and  women's  general 
interest  Press.  The 


promotional  spend  for  1991 
is  about  £3  million,  including 
direct  mail,  sampling  and 
trade  promotions.  Colmans 
of  Norwich.  Tel:  0603 
660166. 


Fragrant 
facts 

Gillette  have  developed  a 
Natrel  Plus  consumer's  guide 
to  fragrances,  our  sense  of 
smell  and  the  roles  they  play, 
as  part  of  this  year's  support 
package. 

The  Fragrance  Factor 
booklet  includes  a  history  of 
fragrances,  the  type  of  smells 
people  find  attractive,  those 
they  don't,  the  differences 
between  men  and  women's 
sense  of  smell  and  the  types 
of  people  each  of  the  Natrel 
Plus  fragrances  is  likely  to 
suit. 

The  booklets  will  be 
offered  free  to  consumers  in 
the  Press  throughout  the 
Summer.  Gillette  UK.  Tel: 
081-560  1234. 


Stafford-Miller  launch  Simpsons 


Hot  on  the  heels  of  their 
Teenage  Mutant  Turtle 
toothbrushes,  launched  last 
Summer,  Stafford-Miller 
have  introduced  the 
Simpsons  to  their  Sensodyne 
range. 

A  survey  among  dentists 
showed  that  70  per  cent 
believe  that  characters  help 
motivate  children  to  brush 
their  teeth,  says  the 
company,  which  has  been 
negotiating  for  the 
Simpson's  licence  since  last 
July. 

The  range,  comprising 
four  toothbrushes  on  the 
Sensodyne  3.5  head,  will 
concentrate  mainly  on  Bart 
Simpson. 

Whereas  the  Turtles  were 
a  toy-led  market,  the 


Simpsons  is  likely  to  be  a 
fashion-led  craze,  says  senior 
product  manager  Fiona 
Sharpe,  who  predicts  the 
brushes  will  also  appeal  to 
older  children. 

Stafford-Miller  believe 
that  the  key  to  purchase  will 
be  impulse  buying  so  they 
have  produced  a  range  of 
posters,  board  displays,  and 
shelf  displays,  strips  and 
wobblers.  There  are  also 


separate  display  units 
holding  a  dozen  brushes  for 
positioning  at  secondary 
display  sites. 

The  company  is  planning 
reader  offers  and  press 
releases  to  both  regional  and 
national  Press.  As  the  new 
range  is  introduced  the 
Ghostbusters  range  will  be 
discontinued,  sav  Stafford- 
Miller  Ltd.  Tel:  0707 
331001. 


Dimples 
disposable 
bib  launch 

Bellwood  Park  pic,  a  new 
company,  are  launching  a 
disposable  bib  called 
Dimples. 

The  bib  has  been  tailored 
to  the  baby's  shape  and 
attaches  at  the  shoulders  and 
tummy  by  means  of  reusable 
adhesive  tape.  The 
absorbent  front  has  a  leak- 
proof  back  and  features  a 
crumb  catcher  at  the  bottom. 
It  is  lightweight,  yet  durable, 
and  features  a  picture  of  a 
baby  kangaroo  on  the  front, 
says  the  company. 

The  bibs  come  in  packs 
of  12  and  will  retail  at  around 
£1.25,butforthe 
introductory  period  will  sell 
at  £1.09  per  pack. 

Press  officer  Michael 
Astrop  told  C&D  that  the 
company  had  chosen  a 
disposable  bib  as  its  first 
product  launch  as  it  was  an 
area  that  had  been  neglected 
recently.  He  added  that  the 
company  was  planning  to 
follow  with  a  range  of 
childcare  products. 

Advertising  support 
planned  for  the  launch  of 
Dimples  will  include 
television  product  testing,  in- 
store  consumer 
demonstrations, 
competitions  and  stories 
featured  on  packs.  Bellwood 
Park  pic.  Tel:  0724 
280480. 


Let's  pretend  with 
TopsieTippee 


Topsie  Tippee  have 
launched  a  children's  make- 
up and  jewellery  range. 

The  make-up  range 
(i  1 .99)  comprises  raspberry 
and  vanilla  lip  paints; 
peelable  nail  polish;  blushers 


and  face  powder.  They  can  be 
removed  with  soap  and  water. 

Bangle  and  bead  sets  are 
available  in  a  variety  of  styles 
and  colours  (£2.69).  Jackel 
International.  Tel: 
091-250  1864. 


On  TV  Next  Week 


GTV  Grampian 
B  Border 

BSB  British  Sky  Broadcasting 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 

C4  Channel  4                           TV-am  Breakfast  Television 

U  Ulster                                   STV  Scotland  (central) 

G  Granada                                Y  Yorkshire 

A  Anglia                                HTV  Wales  &  West 

TSW  South  West                      TVS  South 

TTV  Thames  Television               TT  Tyne  Tees 

Alka  Seltzer: 

All  areas 

Brylcreem  Black: 

All  areas 

Colgate  Acti  Brush: 

All  areas 

Colgate  toothbrushes: 

STV,G,C,TSW\TTV 

Diocalm  Ultra: 

All  areas 

Endekay  dental  health  gum: 

LWT,TTV,TV-am 

Farley's  Timers: 

All  areas 

Imperial  Leather: 

YATSW.TVS.LWT.TTV 

Lynx  body  spray: 

All  areas 

Mum  deodorant: 

All  areas 

Nivea  Visage: 

LWT,  TTV 

Olvarit: 

All  areas 

Oxy: 

All  areas  except  C.HTV 

Peaudouce  "Ultra  T": 

All  areas  except  TV-am 

Right  Guard: 

All  areas  except  BTV,CTV,TT,TV-am 

Sensodyne  toothpaste: 

All  areas 

Slim-Fast: 

All  areas  except  G,Y,A,CTV,TT 

Synergie: 

All  areas 

144 


Chemist  &  Druggist  27  JULY  1 991 


If  you  want  to  know  why 
New  Confident  Tampons  are  better, 


get  some  glasses! 

Two  glasses  of  water  are  all  you'll  need  to  try  the  'Tumbler  Test'. 
Place  a  Confident  applicator  tampon  in  one  glass,  place  a  leading  brand 
into  the  other.  Gently  agitate  them  for  a  few  seconds  and  see  the  difference. 
The  leading  brand  will  start  to  shed  its  fibres.  These  illustrations  show  how  the 
unique  fine  overwrap  on  the  Confident  tampon  minimises  this  fibre-shedding. 


NEW  CONFIDENT  TAMPON  A  BEST  SELLING  BRAND 

New  Confident  tampons  are  highly  absorbent,  environmentally  friendly 
and  have  a  sewn-in  withdrawal  cord. 
We're  offering  your  customers  a  full  refund  if  they're  not  satisfied. 
We're  offering  you  a  better  profit  margin! 


Better  for  your  customers.  Better  for  your  profits. 


Healthcare  Limited,  Rainton  Bridge  Industrial  Estate,  Houghton-le-Spring, 
Tyne  and  Wear  DH4  5PH.  Tel:  091-584  2110.  Fax:  091-584  7818. 
Chemist  Sales  Representation  -  Tel:  0484  850707. 


Orovite  7 


Smithkline  Beecham  are 
relaunching  Orovite  7, 
targeting  the  "still 
considerable  untapped 
potential"  in  the  £235 
million  vitamin  and  dietary 
supplement  market. 

SB's  research  showed 
that  it  is  the  market's 
complex  variety  which  most 
confuses  and  discourages 
potential  customers.  Orovite 
7's  new  packaging  has  been 
designed  to  cut  through  the 
confusion,  thereby 
encouraging  consumer  trial, 
say  SB. 


Norgine 

Healthcare 

link-up 

Norgine  Healthcare  will 
become  exclusive 
distributors  for  a  range  of 
products  from  Fine 
Fragrances  &  Cosmetics 
from  August  L. 

The  Rina  Ketty  range  of 
maximum  protection  anti- 
perspirants.  Fade  Out  cream 
and  High  Colour  Control  are 
the  lines  involved. 

The  products  will  be 
available  to  pharmacists 
through  most  wholesalers. 
Norgine  Healthcare 
Division.  Tel:  0865 
750717. 


Rich 

addition 
to  Simple 

The  latest  addition  to  the 
Simple  range  of  skincare 
products  is  a  rich 
moisturising  lotion  for  dry 
and  sensitive  skin. 

Smith  &  Nephew  say  the 
lotion  is  absorbed  quickly, 
leaves  no  greasy  feel  and 
contains  UVA  and  LIVB 
filters.  It  will  retail  at  £2.75 
for  150ml.  Smith  & 
Nephew.  Tel:  021  327 
4750. 


There  is  stronger  use  of 
orange  on  the  pack  to  reflect 
the  product's  orange  flavour 
and  a  larger  "7"  to 
emphasise  its  multivitamin 
content.  The  new  packs  also 
highlight  the  one-a-day 
dosage  and  the  drink  format. 

Orovite  7  ten-sachet 
packs  (£1.92)  are  still 
available  in  outers  of  12, 
whereas  the  30-sachet  packs 
(£5.48)  now  come  in  sixes  to 
encourage  independent 
pharmacies  to  stock  them. 
Smithkline  Beecham.  Tel: 
081-5605151. 


Smooth 
offer  from 
Unichem 

Unichem  are  offering 
discounts  on  the  One  Touch 
depilatory  range. 

On  ordering  products 
from  the  range,  pharmacists 
will  receive  free  POS 
material,  including  display 
cards,  shelf  strips  and 
consumer  leaflets.  They  are 
then  invited  to  submit  a 
photograph  of  their  display 
to  Unichem  head  office  and 
the  best  100  will  receive  a 
2in  Casio  television. 

And  customers  are 
offered  a  free  audio  cassette 
giving  advice  on  hair 
removal  with  two  proofs  of 
purchase  from  the  range. 

The  offer  runs  until  the 
end  of  September. 

Unichem  are  joining 
forces  with  Ever  Ready  to 
offer  pharmacists  two  torch 
packs  complete  with  display 
material.  On  purchase  of 
pack  D,  containing  16  hand 
and  pocket  torches  of  ten 
varieties,  pharmacists  will 
receive  a  free  Lites  torch. 
Pack  E,  containing  six 
handlamps  of  four  varieties, 
is  offered  at  £34.12,  with  a 
retail  value  of  £61.58. 
Unichem.  Tel:  081-391 
2323. 


Crookes  Healthcare 
produce  leaf  let  to  help 
mums-to-be 


Crookes  Healthcare  have 
produced  a  leaflet  for  mums- 
to-be  to  help  them 
understand  the  cause  of 
pregnancy-related  heartburn 
and  indigestion. 

Heartburn  is  said  to 
affect  as  many  as  half  of  all 
pregnant  women,  with 
indigestion  another  common 
complaint.  The  leaflet, 
sponsored  by  Crooke  s 
Asilone  brand,  helps  mums- 
to-be  to  learn  self-help 
measures  to  combat  their 
discomfort. 

It  explains  how  the 
growing  baby  puts  pressure 
on  surrounding  organs  such 
as  the  stomach,  and  that 
progesterone  can  cause  the 


cardiac  sphincter  to  relax, 
causing  acid  reflux  which 
irritates  the  lining  of  the 
gullet,  producing  the  pain  of 
heartburn. 

The  leaflet  also  provides 
the  names,  addresses  and 
telephone  numbers  of  a 
variety  of  mother  and  baby 
related  charities  and  self  help 
groups. 

For  copies  of  the  leaflet 
and  an  order  form  for 
additional  free  copies, 
pharmacists  should  write  to: 
Asilone  Healthcare 
Information  (Pregnancy),  PO 
Box  63,  High  Wycombe, 
Bucks,  HP108XA.  Crookes 
Healthcare  Ltd.  Tel:  0602 
507431. 


Animal  charm 

Stratton  are  launching  a  range 
of  beauty  accessories  modelled 
on  the  Duchess  of  Windsor's 
jewellery  collection.  The  range 
comprises  two  compacts,  a 
double  mirror,  a  lipview  and  a 
mini-box,  all  featuring  stone-set 
animal  motifs  on  black  enamel 
lids.  Laughton  &  Sons.  Tel: 
021-436  6633. 

Soft  addition 

Parfums  Ralph  Lauren  have 
added  a  soft  body  cream  (200ml 
£36)  to  their  bath  range. 
Prestige  &  Collections.  Tel: 
081-979  6699. 

Rosy  looks 

Aspects  of  Rose  is  Cutex' 
theme  for  their  new  Autumn 
palette  of  cosmetics.  For  lips 
and  nails  there  are  four  shades 
of  Lasting  Colour  lipstick 
(£2.75)  and  nail  polish  (£1.99) 
—  Rose  Water  (petal  pink), 
Rose  Garnet  (antique  red), 
Rosewood  (russet)  and  Rose 
Garden  (old  rose  pearl). 
Rimmel  International.  Tel: 
071-637  1621. 

Peaudouce  offer 

Peaudouce  mini  and  midi  Ultra 
T  nappies  are  being  supported 
during  August  with  an  on-pack 
promotion  offering  consumers 
50p  off  next  purchase. 
Coupons  are  redeemable  until 
June  30, 1992.  Peaudouce  UK 
Ltd.  Tel:  0952  680044. 

Mind  over  matter 

Hypnotist  Paul  McKenna  is 
translating  his  powers  onto 
video.  The  series  of  four 
cassettes  —  Successful 
Slimming,  Control  Stress,  Stop 
Smoking  and  Better  Sex  —  will 
be  released  on  September  9, 
priced  £12.99  each.  MIA.  Tel: 
071-355  2066. 

Trial  size 

Searle  Consumer  Products 
have  introduced  a  trial  size 
pack  of  their  Canderel  artificial 
sweetener.  The  slide  top 
dispenser  pack  holds  50  tablets 
and  retails  at  £0.79.  Searle 
Consumer  Products.  Tel: 
0494  521124. 

Snappy  offers 

D.E.  Pharmaceuticals  are 
offering  pharmacists  discounts 
of  up  to  25  per  cent  on  Kodak 
films.  On  purchase  of  five 


assorted  packs  customers  will 
receive  a  free  bottle  of  wine,  or 
a  £5  Marks  &  Spencer  voucher 
on  orders  of  eight  or  more 
packs.  D.E.  Pharmaceuticals. 
Tel:  0661  35755. 

K wells  campaign 

Nicholas  Laboratories  have  a 
new  campaign  for  Kwells  travel 
sickness  tablets  to  coincide  with 
the  peak  sales  period.  The 
slogan  "Available  from  the 
RNLI  crews  and  British  Airways 
cabin  staff.  (And  chemists 
everwhere)"  appears  above  a 
Kwells  pack  shot.  It  will  appear 
in  magazines  including  TV 
Times,  What's  On  TV  and  Chat 
until  the  end  of  August. 
Nicholas  Laboratories.  Tel: 
0753  23971. 

Factor  changes 

Following  Revlon's  sale  of  Max 
Factor  and  Ellen  Betrix  to 
Procter  &  Gamble,  the  Charlie 
brand  will  once  again  become 
the  responsibility  of  Revlon. 
The  fragrances  Boss  and  Laura 
Biagiotti  will  now  become  the 
responsibility  of  Max  Factor. 
Max  Factor.  Tel:  0202 
524141. 

Stop  Hemo 

The  Stop  Hemo  range  of 
alginate  first  aid  dressings  is 
now  being  distributed  by  G-B- 
M  Ltd.  Tel:  0483  860881. 

Serene  collection 

Givenchy's  new  cosmetic  colour 
collection  for  Autumn  is  called 
Serenite.  For  cheeks  there  is 
blusher  (£14.75)  in  Boisde 
Rose,  a  palette  of  four  dusky 
pinks.  For  eyes  there  is  new 
eyeshadow  duo  (£12.75) 
Perle/Pensee,  a  pinky  white 
with  a  violet  grey,  and  mascara 
(£9.25)  in  amethyst.  For  lips 
there  is  lipstick  (£8)  in  lilac 
teamed  with  matching  nail 
lacquer  (£7).  Parfums 
GivenchyLtd.  Tel:  0932 
245111. 

Cares  discounts 

Swaddlers  are  offering 
consumers  10  per  cent  extra 
free  product  on  their  Cares 
nappies.  Running  from  August 
1-31,  the  promotion  includes 
all  Cares  and  Ultra  Cares  size 
10s,  giving  the  customer  1 1 
nappies  for  the  price  of  ten. 
Packs  will  be  flashed  with 
yellow  stickers.  Swaddlers. 
Tel:  091  482  5566. 


New  Ovex  product 
information 


Janssen  Pharmaceutical 
have  changed  the  product 
information  details  on  their 
Ovex  blister  card. 

Information  on  the 
reverse  of  the  pack  now 
states:  "A  single  tablet  of 
Ovex  will  kill  threadworm. 
The  eggs,  which  are  laid 
outside  the  body,  around  the 
bottom,  are  very  easily 
transmitted,  and  are  often 
transferred  back  into  the 
body  via  the  mouth.  It  is 
therefore  strongly 


recommended  that  all 
members  of  the  family  are 
treated  at  the  same  time,  and 
that  precautions  are  taken  to 
prevent  re-infection  from 
occurring." 

The  company 
recommends  that  if  re- 
infection is  suspected  a 
second  tablet  may  be  taken 
after  two  weeks.  A  consumer 
leaflet  will  be  available  to 
pharmacists.  Janssen 
Pharmaceutical.  Tel: 
0235  772966. 
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e  biggest 
cough  attack 
in  medical 

history. 


This  August,  four  formulations  of  new  Vicks  VapoSyrup  will  form  the  biggest  launch  of  any  OTC  cough  medicine  in  the  UK.  They 
attack  four  types  of  cough:  Dry  Coughs  (P),  Dry  Coughs  and  Nasal  Congestion  (P),  Chesty  Coughs  (GSL)  and  Chesty  Coughs  and 
Nasal  Congestion  (P).  They  have  already  proved  themselves  in  a  Scottish  test  market,  establishing  a  major  product  breakthrough  in  the 
cough  syrup  market.  Vicks  VapoSyrup  starts  working  the  instant  you  swallow.  So  join  forces  this  August  and  prepare  for  the  winter  offensive 


Boots:  'profit' 
or  benefactor? 

So  Boots  are  again  to  be  seen  as 
benefactors  to  our  nation  with  yet 
another  free  and  valuable  service 
being  offered  to  our  customers. 
What  a  charitable  organisation 
they  have  become.  I  note  that  it  is  a 
collection  service  for  repeat 
prescriptions  (the  easy  part)  but  it 
is  not  clear  if  the  dispensed 
medicines  are  then  to  be  delivered 
to  the  patients'  homes. 

I  have  for  many  years,  at  the 
specific  request  of  a  patient,  doctor 
or  nurse,  collected  prescriptions 
for  housebound  patients  and 
subsequently  delivered  the 
medicines.  I  do  this  myself  after 
closing  the  pharmacy  and  spend 
something  like  an  hour  of  my  time 
every  evening  providing  this 
service.  I  do  not  advertise  the 
service,  which  is  very  time 
consuming  and  consequently 
makes  almost  no  financial 
contribution  to  my  business,  but  it 
is  greatly  appreciated  by  a  very 
needy  section  of  our  community.  I 
have  had  several  heartfelt  pleas 
from  patients  being  moved  from 
my  area  of  the  city  to  continue  the 
service  to  them  and,  even  where  I 
have  become  involved  in  a  round 
trip  of  several  miles,  I  have  never 
let  a  patient  down.  I  also  offer  to 
deliver  bulky  items  to  any  of  my 
customers  and  I  provide  this 
service  at  considerable  personal 
inconvenience  simply  because  I 


care  about  my  customers. 

I  would  like  to  think  that  Boots 
have  similar  motives,  but  my 
evidence  points  in  the  opposite 
direction.  Some  time  ago  I  had  a 
most  apologetic  request  from  a 
district  nurse  asking  if  I  could 
deliver  a  bulky  and  heavy 
prescription  for  Fresubin  to  a  very 
elderly  and  terminally  ill  patient. 
She  explained  that  although  the 
patient  lived  quite  some  distance 
from  my  pharmacy  the  nearest 
pharmacy  to  the  patient's  home 
was  a  Boots  pharmacy,  where  her 
request  for  delivery  had  been 
turned  down.  The  request  had 
been  made  because,  when  a 
previous  prescription  had  been 
presented,  the  patient's  elderly  wife 
had  been  required  to  make  a  daily 
trip  to  the  pharmacy  to  collect  the 
day's  supply,  which  was  as  much  as 
she  could  carry.  The  patient  died 
after  a  few  weeks,  but  our  delivery 


Recent  events  in  pharmacy 
wholesaling  seem  to  be  having  a 
soporific  effect  on  this 
prescriber 


service  allowed  his  wife  to  devote 
all  her  time  to  caring  for  him 
during  this  time. 

I  put  caring  for  the  patient  well 
ahead  of  profit  for  my  business  and 
I  leave  it  to  your  readers  to  judge 
whether  or  not  Boots  share  my 
attitude. 

R.P.  Marr 

Dundee 

An  open  letter  to 
Allen  Lloyd 

The  growth  of  your  company  must 
go  down  as  one  of  the  successes  of 
the  last  decade.  Growth  has  been 
dynamic,  geographic  spread  is 
impressive,  sales  and  profits 
continue  to  climb  with  unrelenting 
vigour,  and  your  well  documented 
goals  seem  easily  attainable.  Your 
"paper"  is  respected  in  the  City,  as  is 
abundantly  clear  from  the  rapid 
placing  of  your  last  rights  issue.  You 
swallow  up  large  groups  with 
apparent  ease  and  mop  up  any 
independents  you  fancy.  Your 
progress  to  date  has  always 
impressed  me  but,  suddenly,  I'm 
baffled. 

Why  the  purchase  of  a  bankrupt 
wholesaler?  Why  the  secrecy?  Why 
will  no  one  at  that  wholesaler  admit 
who  or  which  company  owns  it?  Why 
the  investment  of  such  a  large  sum  of 
money  at  a  time  when  you  are 
building  a  huge  warehouse  to  service 
your  growing  empire?  Why  no 


comment  or  statements  from 
Lloyds? 

That  seems  like  a  lot  of  questions 
to  ask.  Could  it  be  that  you  suddenly 
realise  that  we  independents  need  a 
decent  wholesale  service?  Are  you 
out  to  provide  it?  Could  it  be  that  we 
independents  need  competitive, 
rock  bottom  prices?  Could  it  be  that 
you  can  provide  a  nationwide  service 
(Ref-  half  page  ad  in  C&D  for  reps  in 
Scodand  and  South  Coast)  from  one 
depot  sending  out  goods  at  cost 
price  —  and  make  it  pay? 

You  see,  more  questions!  It 
doesn't  seem  to  fit.  I  can't  for  one 
minute  imagine  your  apparent 
concern  for,  and  desire  to  supply, 
independents.  I  cannot  imagine  that 
your  ownership  of  this  new 
distributor  will  be  secret  for  long. 

Perhaps  your  intentions  are  to 
rock  the  wholesaling  boat  to  bring 
pressure  to  bear  on  manufacturers. 
A  sort  of  a  short-term  investment  to 
get  a  better  deal  —  for  your  own 
outlets  of  course!  Perhaps  to 
increase  buying  power  of  own- 
brands  —  I  know  you're  keen  on 
those  because  you  said  so  at  your  last 
AGM.  I'm  sorry  that,  as  in  the  words 
of  the  song,  "There  are  more 
questions  than  answers".  I  hope  you 
write  back  soon. 

Yours  trying  to  find  a  bookie 
who'll  take  a  bet  on  how  long  your 
toe  will  dip  in  the  wholesaling  pool, 


W.G.  Clapinski 

Stoke-on-Trent 


The  outlook  is  dry 


Oxybutynin  hydrochloride 


pa 


The  UK's  only  licensed 
oxybutynin 


Further  information  is  available  from;  ^ 
SMITH  &  NEPHEW  PHARMACEUTICALS  LTD.  gf 


npton  Roaci,  Harold  Hill,  Romford,  Essex  RM3  8SL.  Telephone:  04023  49333.  Telex:  898058  SMfNEPG.  Fax:  04023  71316 


Trade  Mark 
July  1991 
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COMBE  ANNOUNCE  THE  FIRST 
IRRITATION-FREE  INTIMATE  CLEANSER 


s 


V 


•  _  5 


i 


S^minine  wash 


'jWmate  Cleansing 
Wfthout  Irritation 

Gentiy  Freshens 
&  Deodorises 

^toped  with  a  leading 
^kan  gynaecologist 


♦ 

4 


HAPPILY  IT  SHOULD  PROVOKE 
NO  REACTION  FROM  AT  LEAST 
IV/2  MILLION  WOIVJEN.* 

Vagisil  Feminine  Wash:  the  soapless  intimate  cleanser  specially 
created  for  the  millions  of  women  who  are  allergic  to  soap. 


Following  the  tremendous  success  of  Vagisil 
Feminine  Powder  (continuing  20%  sales  growth 
p.a.),  Combe  introduce  Vagisil  Feminine  Wash,  the 
first  soapless,  irritation-free  intimate  cleanser. 

Developed  in  conjunction  with  a  leading 
gynaecologist,  this  gentle,  soap-free  formula  has 
been  created  for  the  millions  of  women  who  are 
allergic  to  soap. 

♦RESEARCH  INDICATES  THAT  50%  OF 
WOMEN  PREFER  TO  USE  A  SOAPLESS, 
IRRITATION-FREE  CLEANSER  for  the  external 
vaginal  area  -  that's  at  least  IIV2  MILLION 
WOMEN  who'll  be  in  the  market  for  Vagisil 
Feminine  Wash. 


And  Combe  will  be  putting  over  this  gentle, 
very  personal  message  in  the  strongest,  most  public 
way  -  with  a  heavyweight  advertising  campaign  in 
all  the  leading  women's  magazines  (75%  of  all  women 
will  see  a  Vagisil  Feminine  Wash  ad  at  least  8  times). 

So  stock  new  Vagisil  Feminine  Wash  -  it's 
what  at  least  half  the  women  who  come  into  your 
shop  have  been  waiting  for. 

VagisiL 

Jeminine  wash 


Combe 


For  further  details  and/or  orders:  contact  your  Combe  representative,  Chemist  Wholesaler  or 
international  ltd     Combe  International,  17  Lansdowne  Road,  Crovdon,  Surrey.  CR9  2AU.  081-680-271 1. 


Going  into  hospital  is  always  a 
culture  shock.  All  those  people 
going  to  and  fro,  and  one  is  just 
put  in  one  place  and  treated,  it 
seems,  less  as  a  person  than  as  a 
case.  And  after  half  a  working 
lifetime  as  a  community 
pharmacist  going  into  hospital 
pharmacy  has  its  differences 
too,  especially  after  operating  a 
business  where  the  decisions 
made  were  your  own. 

When  I  qualified,  28  years 
ago,  hospital  pharmacy  was  in 
the  doldrums,  with  low  pay  and 
unrewarding  practice,  hidden 
away  from  all  but  out-patients 
and  only  seeing  them  through  a 
small  hole  in  a  wall.  Retail,  as  it 
was  called  then,  offered  at  least 
some  customer  contact.  The  pay 
was  better  too,  and  the  hours 
were,  curiously,  not  as  long  as 
they  are  today.  So,  off  I  went 
and  was  happy  for  a  number  of 
years.  However,  after  a  time  I 
became  convinced  that  there 
was  more  to  life  than  could  be 
found  on  Canvey  Island  and 
more  to  pharmacy  than  just  NHS 
dispensing.  It  wasn't  that  the 
manipulation  had  gone  —  I'd 
always  preferred  talking  to  the 
clients  anyway.  We  seemed  to 
have  lost  contact  with 
prescribers  and  to  be  pursuing 
(almost)  separate  goals.  And 
there  was  more  and  more 
retailing  which  I  enjoyed  less 
and  less.  So  I  got  out  and  went 
freelance,  doing  whatever  came 
to  hand  and  keeping  my  eye 
open  for  anything  different. 

More  to  life 

It  was  while  I  was  doing  a 
hospital  locum  last  Spring  that  I 
worked  with  a  community 
services  pharmacist  on  a  new 
syringe  exchange  scheme.  She 
told  me  she  was  leaving  and  I 
thought,  well,  why  not?  It  meant 
giving  up  being  Essex  LPC 
secretary,  as  both  my  new  boss 
(the  district  pharmaceutical 
officer)  and  I  felt  that  there  could 
be  a  conflict  of  interest,  and  I  was 
a  bit  sad  about  that,  but  with  the 
change  from  FPC  to  FHSA  it 
seemed  an  opportune  moment. 
Anyway,  on  October  1 ,  1 990,  six 
years  to  the  day  after  I'd  handed 
over  the  keys  to  my  business,  I 
walked  into  Orsett  Hospital. 
After  six  months  I  don't  regret  it. 
I've  still  got  the  variety  of  work  I 
like,  regular  contact  with  all  sorts 
of  staff  and  the  opportunity  to 
discuss  the  day's  events  with 
other  pharmacists.  I  must  admit 
that  I  don't  do  much  patient 
counselling,  but  we  are  making 
some  changes  in  the  care  of  the 
elderly  wards  which  will  bring 
that  back,  and  beginning  some 
new  self-medication 
programmes  which  will  mean 
involvement  with  some  of  the 
mentally  handicapped  clients. 


All  change 


All  the  safe  old  sets  of  initials, 
the  pegs  on  which  one's 
thoughts  are  hung,  vanish, 
PSNC,  VAT,  LPC,  all  go.  The 
Drug  Tariff  is  used  much  less, 
although  the  BNF  is  still  a  vital 
piece  of  reading  matter.  Of 
course  all  the  trade  names  go, 
apart  from  combinations  like 
Centyl  K.  I  still  cannot  get  used 
to  things  like  finding  the 


Change  of 
tack  opens  the 
eyes  to  change 

Miall  James  is  one  of  a  select  band  who  have 
given  up  their  community  pharmacy  business  to 
become  an  NHS  hospital  pharmacist.  Things 
have  changed  in  the  hospital  service  since  he 
qualified,  he  finds 


too,  not  on  Sundays  or  after  a 
long  day.  Like  any  other  big 
employer  the  Health  Authority 
can  and  does  organise  courses 
which  are  useful  to  staff.  And 
there  is  a  lot  more  holiday:  six 
weeks,  plus  bank  holidays,  plus 
not  working  Saturdays.  Of 
course,  against  that  is 
emergency  duty  committment 
when  it  is  pretty  certain  that 
one  will  be  called  out  at  least 
once,  especially  at  weekends. 

What  would  I  say  to 
community  colleagues  thinking 
of  making  a  similar  move?  Give 
it  a  go!  Don't  be  afraid  of  taking 
less  money  than  you  think 
you're  worth  at  first.  That  was 
one  mistake  I  made  about  five 
years  ago.  I  was  offered  a 
Basic...  now  A/B...  job  for  six 
months  as  a  training  post.  I  see 
now  I  should  have  taken  it. 
Pharmaceutical^,  it  is  not  very 
different  from  dispensing  in 
community,  even  on  ward 
rounds.  And  no-one  expects 
anyone  to  be  an  expert  on 


Tegretol  400mg  packet  under  C, 
or  Zantac  under  R. 

Another  difference  is  that  it 
seems  easier  to  plan  the  week. 
There  is  a  routine,  and  of  course 
the  patients  I  am  concerned 
with  do  not  have  buses  to  catch 
or  children  to  collect  from 
school.  If  they  are  elderly  they 
will  be  collected  by  the 
ambulance  from  the  Day 
Hospital,  but  we  know  when 
that  will  happen.  Otherwise 
they  aren't  going  anywhere. 
Obviously  there  are  days  when 
someone  goes  sick  and  a  hand  is 
needed  outside  normal  duties, 
but  a  sick  pharmacist  in  retail 
probably  means  a  panic  to  find 
cover,  certainly  if,  as  I  was  for  a 
while,  one  is  a  superintendent 
of  a  small  group  and  the  "spare 
body"  is  covering  somewhere 
else. 

I'm  now  responsible  for  one 
small  hospital  with  only  one  full- 
time  pharmacist  where  that 
could  happen, but  even  then 
there  are  two  of  us  available. 
And  only  on  one  morning  a 
week  is  there  only  one 
pharmacist  there.  I  can  schedule 


visits  to  residential  homes  and 
so  on,  and  to  the  pharmacies 
servicing  them.  I  can  also  get  to 
see  health  education 
colleagues,  registration  officers 
and  nurse  managers  though  I 
need  to  make  appointments. 
They  lead  busy  lives  too. 

I  suppose  one  of  the  biggest 
differences  concerns  "perks".  In 
hospital  there  are  tight  rules:  no 
favours  to  be  accepted. 
Everything  has  to  be  accounted 
for.  Pens,  pencils,  notepads 
from  a  rep  maybe,  but  nothing 
like  the  bottles  of  whisky  and 
port  some  firms  dish  out!  And 
nothing  like  the  Unichem 
Conference.  (Mark  you,  there 
isn 'ranything  like  a  Unichem 
Conference.)  There  is  the 
occasional  tea  party  while  an 
educational  (or  promotional) 
film  is  shown.  Nothing  like  the 
staff  discounts  on  toothpaste, 
tissues  and  OTC  medicines...  for 
the  first  time  in  my  life  I  look 
forward  to  being  given 
aftershave  at  Christmas. 

Educational  time,  though,  is 
available  and  its  use 
encouraged.  In  working  time 


everything  all  the  time,  which  is 
a  bit  different  from  community 
where  it  sometimes  seems  as 
though  customers  do. 

I've  not  mentioned  money... 
well,  anyone  can  look  at  the 
adverts  and  see  what's  on  offer. 
Compared  with  the  rewards  of  a 
really  successful  proprietor, 
maybe  the  hospital  salaries 
aren't  good,  but  compared  with 
those  for  the  "ordinary"  single- 
handed  pharmacist  or  certainly 
for  the  manager  they  are 
reasonable.  Certainly  when  the 
hours  worked  are  considered 
public  sector  work  is  not  bad, 
although  there  are  advantages 
in  this  district  in  driving  home 
after  the  5.30pm  rush. 

I  think  that  all  pharmacists 
should  spend  some  time  in  a 
hospital.  I  also  think  that  the 
idea  which  was  floated  a  few 
years  ago  of  a  retraining  period 
before  swapping  branches  of 
the  profession  is  a  good  one.  If 
posts  were  available  to  do  that, 
maybe  it  would  encourage  us  to 
move  between  the  two  main 
streams...  and  I  think  that 
would  be  a  "Good  Thing". 
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7  good  reasons 
to  stock 

Orovite  7 


•  Attractive  new  design  carton.  •  Pleasant  orange  flavoured  drink. 

•  Contains  7  essential  vitamins  for         Convenient  one-a-day  usage, 
health  &  vitality.  •  30  sachet  pack  now  in  cases  of  6 
Suitable  for  use  by  all  the  family. 


•  Sold  through  pharmacies  only 

SB 

SmithKlme  Beecham 


For  further  details  contact  SmithKline  Beecham  Health  Care  UK  Tel.  081-975-4325 


EATING  LESS  SALT  COULD  SAVE 
65,000  LIVES  THIS  YEAR* 

Don't  be 
halfhearted 
when  you 
advise  your 
customers  to 
cut  down  on 
SALT 

Change  them  to  RUTHMOL  the  original 
genuine  salt  free  salt  substitute.  Just  compare 
the  salt  content  of  these  products. 


RUTHMOL 
0%  salt 


Lo  Salt 
30%  salt 


Sea  Salts 
95%  salt 


Table  Salt 
99%  salt 


RUTHMOL  the  best  choice  in  salt  substitutes  - 
looks  like  salt,  tastes  like  salt  and  yet  is  salt  free. 


RUTHMOL 

Salt 
Substitute 


FREE  SAMPLE 
AND  DISPLAY 
MATERIALS 

For  a  sample  of  display 
material  together  with  , 
tradetermsonRUTHMOL 

please  contact.  | 
Trade  Department 
Larkhall  Natural  Heal* 
225  Putney  Bridge  Road 
London  SW15  2PY 
Telephone:  081-874U30 
r„r:  081-870  0066_ 


Ruthmol  the  healthy  choice 

by  CANTASSIUM,  FROM  WHOLSALERS  EVERYWHERE 


and  one  lull  totena 


NP 


1 .  What  comments  would  you 
make  about  the  treatment  for 
travel  sickness? 

2.  Would  you  recommend 
transdermal  hyoscine  instead? 

3.  What  comments  would  you 
make  about  the  treatment  for 
gastro-intestinal  upsets? 

4.  What  other  advice  would  you 
offer? 


A  woman  in  her  twenties  gives  you  this 
prescription.  She  is  going  trekking  in  Morocco 
and  she  expects  to  get  travel  sick  on  the  bus 
journey  there. 


be  additive  with  those  of 
hyoscine  (which  also  causes 
drowsiness)  and  you  should  warn 
of  this  risk.  Many  people  do  not 
expect  drugs  for  travel  sickness  to 
cause  drowsiness  or  to  interact 
with  alcohol. 

2.  One  advantage  of  the  hyoscine 
patch  is  that  its  effects  are  more 
sustained  than  those  of  oral 
administration  —  each  patch  lasts 
for  up  to  72  hours  and  this  could 
be  particularly  useful  on  a  long 
bus  journey.  It  is,  however,  more 
expensive  than  generic  hyoscine 
tablets  and  causes  similar  adverse 
effects. 

3.  Kaolin  and  morphine  mixture 
is  too  bulky  and  too  unreliable  to 
be  useful  for  this  type  of  holiday. 
Loperamide  is  more  convenient 
and  more  effective. 
Cotrimoxazole  should  not  be 
taken  as  prophylaxis  of 
diarrhoea:  as  treatment, it 
probably  reduces  the  duration 
and  severity  of  symptoms. 
Although  more  expensive, 
ciprofloxacin  is  equally  or  more 
effective  and  might  be  better 
tolerated.  There  is  a  risk  of 
failure  of  oral  contraceptives 
after  diarrhoea  or  its  treatment 
with  broad  spectrum  antibiotics. 

4.  You  should  check  that  other 
health  measures  have  been 
considered,  for  example,  water 
sterlising  tablets,  vaccinations 
(polio  and  typhoid  are 
recommended  and  tetanus 
should  be  up  to  date)  and 
protection  against  insects. 
Malaria  prophylaxis  is  not 
recommended  for  Morocco  but 
there  is  a  seasonal  risk  in  some 
North  African  countries.  Check 
that  Morocco  is  the  only 
destination. 


1 .  The  prescribed  dose  of 
hysocine  is  misleading.  Hyoscine 
should  be  taken  every  six  hours  if 
required  while  travelling, 
starting  30  minutes  before  the 
journey  and  with  a  maximum  of 
three  doses  in  24  hours.  "Four 
times  daily"  implies  more 
sustained  administration  and  no 
maximum  daily  dose. 

Promethazine  is  also  effective 
for  travel  sickness  and,  like 
cinnarizine,  cyclizine  and 
dimenhydrinate,  it  causes  fewer 
adverse  anticholinergic  effects 
than  hyoscine.  It  is  cheaper  to 
buy  promethazine  OTC  than  pay 
the  prescription  charge. 
However,  its  adverse  effects  will 
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This  will 
bring  a  smile 
to  your  face. 

Following  its  success  as  a  prescription  medicine,  Mucogel 
will  soon  be  available  for  consumer  purchase  in  new,  eye 
catching  120ml  trial  size,  and  240ml 
standard  size  bottles. 

Mucogel  is  an  effective,  pleasant 
tasting  indigestion  remedy  that  will 
quickly  put  a  smile  on  your  customers' 
faces. 

And  the  profit  will  make  you  smile 
too!  Because  Mucogel  will  be 
supported  by  an  extensive  National 
Press  advertising  campaign,  featuring 
our  friendly  character. . . 
so  stock  up  now. . .  and  start  smiling! 


MUCOGEL 

A  fast  effective  solution  for  indigestion 


To  help  you  sell  heap 


There  are  precious  few  toiletry  markets  where 
sales  have  nearly  quadrupled  in  the  past  five 
years.  Currently,  far  from  being  hot  air, 
mouthwashes  are  cool  property! 

BREATH  OF 

HEiWEN 


Nearly  eight  million  litres  of 
mouthwash  were  sold  in  1990, 
according  to  a  report  by  Market 
Assessment  Publications.  The 
introduction  of  Plax  freshened 
up  the  market  and  caused  a  six 
times  multiplication  in 
advertising.  And  the  good  news 
continues.  Market  forecasts  put 
growth  for  1991  as  approaching 
20  per  cent,  and  the  MAP  report 
predicts  mouthwashes  will  see  a 
doubling  in  real  value  by  1995. 

The  optimism  is  due  to 
increasing  oral  awareness,  the 
introduction  of  new  brands  and 
variants,  and  increasing 
advertising.  And  as  US  market 
penetration  is  56  per  cent,  the 
UK's  35  per  cent  can  only  grow. 

New  launches 

New  to  the  mouthwash  arena 
this  Summer  is  Colgate 
Palmolive's  pre-brushing  rinse 
Acti  Brush  (Counterpoints  July  6, 
p1 1).  Product  manager  Sarah 
Hurdman  believes  it  to  be  "the 
most  significant  breakthrough 
since  fluoride"  and  predicts  it 
will  grow  the  market  by  "at  least 
36  per  cent". 

Consumers  want  a 
mouthwash  that  is  anti-plaque, 
long-lasting,  convenient,  linked 
to  brushing,  has  a  pleasant  taste, 
gives  fresh  breath,  is  effective 
and  has  a  trusted  brand  name. 
Until  now,  no  one  brand  has 
fulfilled  all  these  criteria,  says  Ms 
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Hurdman,  but  CP  believe  Acti 
Brush  does. 

If  the  product's  success  in  test 
market  is  anything  to  go  by,  the 
optimism  could  be  justified  — 
Acti  Brush  became  market  leader 
after  four  weeks  taking  a  34  per 
cent  share. 

September  will  see  the  launch 
of  a  new  Gum  Health 
Mouthwash  from  Elida  Gibbs, 
manufacturers  of  Mentadent  P. 
The  company  sees  this  as 
offering  consumers  a  one-stop 
gum  health  system. 

"The  quality  and  proven 
efficacy  of  the  product  means 
that  the  pharmacist  can  be  sure 
that  customers  are  getting  an 
excellent  deal  while  at  the  same 
time  securing  increased  sales  for 
the  business,"  says  brand 
manager  Rod  Connors. 


A  question  of  trust 

For  many  consumers 
mouthwashes  are  a  new  and 
expensive  area  and  a  degree  of 
trust  in  the  brand  name  is 
important,  says  CP's  Sarah 
Hurdman.  This  belief  is  echoed 
by  many  other  manufacturers.  A 
quick  scan  of  pharmacy 
mouthwashes  reveals  a  strong 
presence  for  products  under  the 
Lister  name,  and  that  makes 
Warner  Lambert's  group  product 
manager,  Nick  Evans,  very 
happy.  As  far  as  he  is  concerned, 
the  outlook  does  not  look  rosy 
but  blue  —  the  blue  of  Cool  Mint 
Listerine  to  be  precise. 

The  new  variant,  launched  in 
March,  showed  a  4  per  cent 
share  of  the  market  in  the  first 
audit  period  on  only  a  34  per 
cent  distribution,  says  Mr  Evans. 

Coolmint  does  not  appear  to 
have  taken  sales  from  Original 
Listerine  which  has  a  unique,  but 
sometimes  too  strong  flavour,  he 
says.  "Coolmint  has  all  the  active 
ingredients  of  Listerine  with  a 
taste  profile  that  is  very 
acceptable." 

Building  on  the  advertising 
success  of  Clifford  the  Dragon, 
Warner  Lambert  have 
introduced  another  character, 
Cool  Eddie.  The  company  are 
spending  £3.65  million  over  the 
12  months  after  Coolmint's 
launch  and  Cool  Eddie  will  be 
back  on  TV  later  this  year. 

New  looks  for  the 
90s 

At  the  same  time  as  Warner 
Lambert  launched  Coolmint  they 
gave  Original  Listerine  and  the 
Listermint  range  a  face  lift.  All 
feature  updated  graphics, 
tamper-evident  caps  and 
measures. 

"Mouthwashes  are  a  core 
business  for  us,"  says  Mr  Evans. 
"We  are  in  there  as  a  significant 
player  and  we  intend  to  grow 
our  presence  within  the  category 
further  in  the  future." 

Also  sporting  a  new  look  is 
Nicholas  Laboratories'  Amplex 
(Counterpoints  July  6).  The 
mouthwashes  and  capsules  have 
been  rationalised  and 
relaunched  to  help  capitalise  on 


the  boom  in  these  products. 

Group  product  manager 
Jeremy  Sharpies  believes  that 
what  the  market  needed  was  a 
product  that  does  everything 
and  more.  The  company  has 
positioned  Amplex  mouthwash 
as  anti-plaque,  antiseptic,  and 
fluoride,  with  the  added  benefit 
of  gum  protection. 

Support  for  Amplex  will 
include  television  advertising,  a 
poster  campaign,  Press 
competitions,  consumer  PR  and 
promotions  through  pharmacy 
wholesalers  in  August. 

A  regular  habit! 

Plax  is  good  news  for  retailers 
because  it  is  a  regime  product, 
says  Unicliffe's  David  Hill.  "Our 
research  indicates  that  there  is 
an  increasingly  large  base  of 
loyal  Plax  users  who  regularly 
purchase  the  product  because 
Plax  offers  them  proven 
performance." 

Plax  took  a  38  per  cent  value 
share  of  the  market  over  the  last 
12  months,  says  Mr  Hill,  and  of 
all  the  new  faces  launched  in 
1990,  soft  mint  Plax  has  been  the 
most  successful. 

There  has  been  a  shift  in 
emphasis  in  Plax  advertising 
from  using  television  to  create 
brand  awareness  to  using 
newspapers  to  educate 
consumers.  As  Mr  Hill  says:  "We 
are  trying  to  establish  a  new, 
long-term  habit.  People  now  use 
a  toothpaste,  but  I  would  guess 
that  when  the  first  toothpaste 
came  onto  the  market  it  was  a 
very  novel  idea.  This  is  the  next 
stage  for  Plax  and  if  it  takes  us  70 
years  to  get  95  per  cent  usage, 
then  so  be  it." 
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Fighting  the  grocers 

Over  the  last  three  years  the  shift 
in  mouthwash  sales  has  been 
towards  grocery.  Mr  Hill  does 
not  think  grocers  took  the 
market  seriously  enough  in  the 
early  days  but  as  the  market  size 
increased  so  did  their  interest 
and  involvement. 

But  all  is  not  lost  for 
pharmacy,  says  Mr  Hill. 
"Pharmacies  have  an  immediate 
advantage  over  groceries  in  that 
they  can  offer  advice."  The 
other  advantage  is  the  number 
of  lines  stocked  with  an  average 
pharmacy  offering  a  similar 
number  to  grocery,  in  contrast  to 
toothpastes,  where  grocery  wins 
due  to  extra  space. 

To  capitalise  on  the  market, 
pharmacies  must  stock  the  right 
brands,  selecting  the  top  ten  in 
terms  of  turnover  and 
profitability.  This  will  include 
both  sizes  of  the  two  Plax 
variants  and  pharmacists  who  do 
not  stock  all  four  are  missing  out 
on  sales,  says  Mr  Hill. 

And  don't  forget  display!  The 
pharmacy  market  used  to  be 
more  medicinal  with  products 
often  hidden  away.  "There  are 
still  outlets  out  there  who  have 
mouthwashes  tucked  to  the  back 
and  if  they  continue  in  that  vein, 
they  will  miss  out,"  says  Mr  Hill. 

Cleaning  foul 
mouths? 

Jim  Davidson  and  Bernard 
Manning  have  been  enlisted  in 
the  "Cleans  the  foulest  of 


mouths"  campaign  for  Macleans 
Active  Mouthguard.  Within 
eight  months  of  launch,  says  SB 
the  brand  commanded  a  7.4  per 
cent  value  share  of  the  market. 

The  product  offers  anti- 
plaque  and  fluoride  protection 
and  the  appeal  of  fresh  breath  — 
a  proposition  popular  among 
17-34  year  olds,  say  SB.  The 
Macleans  heritage  is  also  seen  as 
important.  Originally  launched 
in  a  clove  and  aniseed  flavour,  a 
mint  variant  is  now  available. 

Stafford-Miller's  Search 
Dental  Rinse  also  has  a  good 
pharmacy  heritage.  The  product 
is  licensed  for  daily  oral  hygiene 
and  after  dental  procedures.  It  is 
also  recommended  for  the 
treatment  of  minor  mouth 


irritations. 

According  to  Stafford-Miller's 
Coral  Hewitt,  the  company  was 
encouraged  by  the  response 
from  pharmacists  in  a 
questionnaire.  Results  showed 
that  1 1  per  cent  say  they 
recommend  the  product. 

In  April,  Stafford-Miller 
launched  a  dental  campaign  to 
stimulate  recommendation  and 
trial.  For  pharmacy  the  salesforce 
have  been  distributing  shelf 
wobblers  to  aid  merchandising. 

In  trials  Dettol  mouthwash 
was  "unsurpassed"  in  reducing 
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bacteria  associated  with  plaque 
formation,  say  Reckitt  &  Colman. 
"The  consumer  is  becoming 
increasingly  aware  of  the 
importance  of  an  effective 
regular  oral  hygiene  routine.  We 
expect  the  Dettol  brand  to  be 
very  much  a  part  of  that 
routine,"  says  R&C's  Evangelia 
Henderson. 

Merocet  mouthwash  is  a 
pharmacy  only  brand  with  a 
refreshing  cinnamon  and 
peppermint  taste,  says  Merrell 
Dow.  The  product  can  also  be 
used  as  a  gargle  to  provide  relief 
for  infections  of  the  throat. 

Odol  is  one  of  the  most 
popular  mouthwashes  in 
Germany  and  has  regular,  loyal 
users  in  the  UK  including  the 
comedian  Ronnie  Barker,  says 
Alan  Broch  of  Central  Pharmacy. 
Mr  Barker  sent  Mr  Broch  an 
advert  for  Odol  from  The 
Graphic  newspaper  in  1910  and 
the  product  is  still  in  the  same 
shaped  bottle  as  it  is  today. 

Consumer  criteria 

So  what  tempts  a  consumer  to 
choose  a  mouthwash?  Jeremy 
Sharpies  at  Nicholas  Laboratories 
says  70  per  cent  of  users  do  so 
primarily  to  freshen  their  breath. 
However,  research 
commissioned  by  Hugo  Personal 
Care  —  the  UK's  largest  private 
label  toiletries  manufacturer  — 
shows  that  colour  is  an 
influence. 

Marketing  director  Colin 
Hession  says:  "The  colour 
message  that  consumers  relate 
to  in  the  case  of  mouthwashes  is 
extremely  clear  cut.  Green  is  for 
freshening  breath,  red  is  for  pre- 
brushing  rinses,  yellow  means 
antiseptic  and  blue  is  for  sharp 
and  cool." 

The  explosion  in 
mouthwashes  is  good  news  for 
AMK  Plastics  in  Mid  Glamorgan, 
who  claim  a  substantial  share  of 
the  current  packaging  market 
with  clients  including  Warner- 
Lambert,  Unicliffe  and  Boots. 

continued  on  p158 
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Own  label 

Thoughts  on  own  label 
mouthwashes  vary.  Mr  Hession 
at  HPC  says  that  consumers  are 
showing  increasing  confidence  in 
the  quality  and  performance  of 
private  label  products. 

However  Unicliffe's  David  Hill 
believes  the  own  labels  may  have 
entered  the  market  too  soon: 
"I'm  not  sure  that  consumers  are 
confident  that  these  own  label 
products  are  going  to  offer  them 
the  same  level  of  activity,  but  I 
may  be  proved  wrong." 

He  believes  that  while 
manufacturers  are  ploughing 
money  above  the  line  into 
brands,  there  is  no  need  for 
wholesalers  or  retailers  to  stock 
own  labels. 


Since  the  launch  of  Unichem's 
range  in  October,  approximately 
20,000  units  have  been  sold,  says 
the  company.  The  launch  caused 
quite  a  stir  as  Tony  Foreman, 
deputy  marketing  director  says: 
"The  price  differential  between 
our  products  and  the  brands 
have  been  well  received  by  the 
trade  and  consumers,  but  not  so 
well  received  by  manufacturers 
of  branded  products,  especially 
in  the  pre-rinse  sector  where 
they  were  concerned  that  we 
were  jeopardising  the  market  by 
introducing  the  product  at  such 
a  low  price." 

Pack  changes  to  Vantage 
minty  mouthwash  have  helped 
improve  sales,  say  AAH 
Pharmaceuticals.  The  product 
comes  in  a  500ml  shatterproof 
bottle  with  a  dispensing  cap  and 
continues  to  sell  well  against 
leading  household  names. 
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Brush  strokes 

Dentists  recommend  that  we  change  our 
toothbrushes  every  three  months.  Can  you 
remember  when  you  last  changed  yours? 

the  brush  needs  changing. 

"The  thing  about  Indicator  is 
that  it's  not  time  sensitive,  it's 
not  a  clock  that  says  'Your  three 
months  are  up',  what  it  says  is 
'Your  brush  is  worn  out',' 
explains  Oral-B's  Jenny  Wright. 
Someone  who  brushes  very 
lightly  won't  wear  out  a  brush  as 
quickly  as  someone  who  uses 
more  force. 

To  promote  the  Indicator, 
Oral-B  are  planning  a  £1  million 
television  campaign  in  August 
and  September.  Consumers 
buying  two  brushes  will  receive  a 
third  brush  free  of  charge. 

The  market 

In  contrast  to  1 8  months  ago,  the 
market  is  fairly  buoyant,  says 
Stafford-Miller's  Fiona  Sharpe. 
Growth  is  being  seen  both  in 
value  and  volume  terms.  Nielsen 
value  the  pharmacy  sector 
(excluding  Boots)  at  £7. 6m,  with 
10  per  cent  growth. 

The  market  is  very 
competitive,  says  Ms  Sharpe:  "I 
don't  think  you'll  find  another 
market  where,  in  a  £60m 
market,  you  have  six  major 
companies  competing  and  there 
are  obvious  omissions.  You  look 
at  the  toothbrush  market 
compared  to  toothpaste  and  you 


In  surveys,  people  claim  they 
change  their  toothbrushes  more 
regularly  than  the  once  every  ten 
months  suggested  by  sales 
figures.  The  problem  is  not 
necessarily  convincing  people 
that  a  brush  needs  changing 
more  regularly  but  remembering 
when  the  last  brush  was  bought. 
Toothbrush  sales  would  nearly 
treble  if  everyone  changed  their 
brushes  at  the  recommended 
rate.  So  what  is  the  answer? 

The  majority  of 
manufacturers  agree  that  the 
educating  process  will  be  a  slow 
one.  Fiona  Sharpe,  Stafford- 
Miller's  senior  product  manager 
for  toothbrushes,  says  the  advice 
should  not  be  seen  to  come  from 
manufacturers.  Consumers  have 
a  "well  they  would  say  they 
wouldn't  they"  attitude  to 
manufacturers  telling  them  to 
buy  more,  she  says.  Tesco 
attempt  to  overcome  this  by 
displaying  signs  saying  "Dentists 
recommend  you  change  your 
toothbrush  every  three 
months".  Perhaps  pharmacists 
could  copy  this  approach. 

The  company  which  appears 
to  have  solved  the  problem  is 
Oral-B  with  the  Indicator 
toothbrush  (Counterpoints  July 
6).  The  brush  has  a  strip  of  blue 
bristles  and  when  the  blue  has 
worn  to  half  its  original  height 


brushes  as  professional  and 
regular  products. 

"There  has  been  a  lot  of 
proliferation  of  brands, 
although  to  satisfy  consumer 
needs  you  do  not  actually  need 
that  many,"  he  says.  "Perhaps 
some  of  the  smaller  brands 
muscling  in  on  the  market  has 
caused  confusion." 

Wisdom  say  they  have  very 
aggressive  plans  for  the  next 
1 2-24  months  with  a  string  of 
new  products  in  the  pipeline. 
The  company  recently  spent  £1  m 
on  TV  advertising  in  April  and 
May  and  plan  to  spend  another 
£1m  in  the  next  12  months. 
Added  value  promotions  on 
products  are  also  planned. 

Fashion  sense 

Do  you  regard  your  toothbrush 
as  a  fun  fashion  accessory  to  be 
changed  at  a  whim  for  a  new 
design  or  colour?  Well,  that  is 
one  approach  currently  catered 
for  by  Jordan's  Le  Brush,  Oral-B's 
Lifestyles  and  Wisdom's  IQ. 

These  are  aimed  at  the 
designer,  fashion  conscious 
consumer,  as  Oral-B's  Angela 
McBride  says:  "They  are  targeted 
at  lifestyle  people.  Not  at  a 
particular  age  group,  just 
anybody  that's  young  at  heart 
who  wants  something  slightly 
out  of  the  ordinary." 

Wisdom  have  recently 
launched  the  second  phase  of 
their  IQ  brushes  which  Mark 
Howard  claims  takes  70-80  per 
cent  of  this  market  sector.  He 
believes  that  consumers  accept 
the  idea  of  fun  toothbrushes  if 
they  know  they  are  also  quality 


can  see  people  who  are  not 
currently  into  brushes,  and  you 
just  know  they're  coming." 

Confusion? 

Research  by  Colgate  Palmolive 
has  shown  that  consumers  take 
five  times  longer  to  choose  a 
toothbrush  than  to  select 
toothpaste.  CP's  approach  is  one 
of  simplification.  They  believe 
there  are  only  four  groups  to 
cater  for  —  young  children  with 
their  first  teeth,  older  children, 
adults,  and  those  with  sensitive 
teeth.  To  increase  awareness  of 
their  brushes  CP  are  using 
television  advertisements  and  a 
15  million  coupon  drop.  Cross 
couponing  on  toothpaste  and 
free  brushes  with  paste  is  also 
planned. 

Wisdom's  Mark  Howard, 
marketing  manager  for  dental 
products,  agrees  that  the  market 
has  become  quite  fragmented 
and  it  is  not  just  a  case  of  seeing 


products.  Ms  Wright  at  Oral-B 
agrees:  "The  strategy  is  to 
encourage  commodity  users  to 
select  a  professional  brush." 

Jordan's  Joan  Blackman, 
international  marketing 
manager,  says  that  fashion  is 
happening  everywhere:  "It 
makes  such  sense  to  extend  it  to 
toothbrushes."  Jordan  are 

continued  on  p160 
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This  product  may 

never  become 
the  market  leader. 


Anti-PI 
Pre-Brus 
Dental  Rin 


Plax 

Use  Before  Brushing 
to  loosen  plaque 

■  Plax  shifts  more 
plaque  than 
brushing  alone 

■  Brightens  teeth 

■  Starts  to  work  even 
before  you  pick  up 
your  toothbrush 

Wax  SHIFTS  PLAQUE 
Soft  MINT  Flavour 


Makes  your  mwfh 
took  and  feel 
clean  and  healthy 
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According  to  Nielsen  Drug  and  Grocery  Audits,  Consumer  Sterling  Sales  for  the  year  ending 
April  1991  confirm  that  Plax  Soft  Mint  is  the  number  2  pre-brushing  dental  rinse. 
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aiming  for  a  5  per  cent  UK 
market  share  for  Le  Brush  within 
two  years.  The  initial  1 2  designs 
are  likely  to  be  joined  by  new 
themes  in  the  future  including 
"games"  and  "horoscopes". 

The  fashion  approach  is 
regarded  less  highly  by  Colgate 
Palmolive.  They  believe  the 
approach  is  valid  for  children  but 
the  number  of  adults  buying 
these  products  is  small  because 
companies  are  not  advertising. 

"In  the  middle  of  a  recession, 
people  move  away  from  fashion 
items  and  retailers  don't  want  to 
be  landed  with  stock  that  goes 
out  of  fashion,"  they  say. 

Niche  markets 

The  sensitive  brush  market  is  not 
as  well  developed  as  pastes,  says 
Fiona  Sharpe  from  Stafford- 
Miller.  People  are  aware  of  the 
need  for  a  sensitive  toothpaste 
but  are  still  using  brushes  with 
hard  filaments.  Ms  Sharpe 
believes  that  there  is  a  possibility 
for  pharmacists  to  link  sell, 
offering  customers  advice  on 
sensitive  brushes  when  they 
purchase  a  sensitive  paste. 


Brushes  with  sensitive,  soft 
texture,  filaments  account  for 
8.4  per  cent  of  all  brushes  sold, 
say  Stafford-Miller,  who  claim 
the  Sensodyne  range  takes 
nearly  40  per  cent  of  sales.  Other 
major  products  in  this  area 
include  Wisdom,  Colgate,  Oral- 
B,  Mentadent  and  Reach. 

Other  niche  markets  include 
the  travel  sector.  Wisdom  have 
introduced  new  colours  for  their 
Bon  Voyage  brush  this  Summer 
while  Tau  Marin's  travel  brush 
and  paste  is  also  performing 
well,  say  distributors  Initiatives 
Link  International. 

Stafford-Miller's  folding 
brush,  the  Search  Refresher,  also 
appeals  to  people  who  want  to 
brush  their  teeth  during  the  day, 
says  the  company.  They  plan  to 
spend  around  £1  million 
advertising  Search  brushes. 

Switch  on  for  profit 

Some  four  years  ago  around 
80,000  electric  toothbrushes 
were  sold  a  year  in  the  UK.  That 
figure  is  now  nearer  200,000, 
says  Braun's  Christophe  Coudray. 
Braun  have  recently  introduced 
their  Braun  Oral-B  Plaque 
Remover  (D5)  which,  Mr  Coudray 
predicts,  will  outsell  the  D3. 

Electric  toothbrushes  have 
always  done  well  in  pharmacies, 
he  says,  particularly  when 
displayed  near  other  oral 
hygiene  products.  Many 
consumers  still  do  not 


Brushing  with  the  Braun  D5 

understand  the  concepts 
involved,  he  says. 

Because  Braun  take  70-80  per 
cent  of  the  market,  pharmacists 
need  only  stock  the  D5  and 
possibly  the  D3,  so  avoiding 
large  cash  outlays,  says  Mr 
Coudray.  Braun  say  they  are 
committed  to  future 
developments  and  to  advertising 
the  D5.  The  recent  campaign  in 
the  South  proved  so  successful 
that  an  additional  £200,000  will 
be  spend  in  other  areas. 

Foreign  shores 

With  the  approach  of  1992  many 
European  manufacturers  are 
looking  at  the  UK  market. 
Glowing  reports  were  received 
from  retailers  and  consumers 
after  the  UK  launch  of  Tau- 
Marin,  say  Initiatives  Link 
International.  The  professional 
toothbrush,  with  coloured 
bristles  at  a  1 5  degree  angle,  is 
proving  popular,  they  say.  Also 
in  the  range  is  an  anti-tartar 
toothbrush  and  dental  floss.  ILI 


plan  to  introduce  a  children's 
toothbrush  later  in  the  year. 

The  French  range 
Vegetocaryl,  distributed  by  K. 
Waterhouse,  includes  an  anti- 
shock toothbrush,  with  a  silicone 
tip  to  prevent  harmful  impact 
with  sensitive  areas  in  the 
mouth.  The  range  also  comprises 
paste,  chewing  gum  and  anti- 
bacterial tablets. 

The  French  brand,  Elgydium, 
have  brushes  with  more  bristles 
than  any  other  brand,  say  Pierre 
Fabre.  The  range  also  includes  a 
junior  brush  and  the  Inava 
flexible  brush. 

Bay  &  Vissing  is  a  Danish 
company  expanding  into  the 
international  market.  Their 
Tandex  range  of  oral  hygiene 
products  includes  brushes,  floss, 
tape,  interproximal  cleaning 
aids,  and  woodsticks. 

Tandex  brushes  come  in  hard, 
medium,  soft  and  multi-tuft 
textures  and  a  range  of  display 
stands  are  available. 


A  question  of 
quality 

A  toothbrush,  something  that  most  people 
take  for  granted,  is  the  result  of  a  highly 
technical  production  process.  C&D  visited  the 
Addis  manufacturing  plant  to  find  out  more 


Over  1  million  toothbrushes  a 
week  leave  the  production  lines 
at  the  Addis  factory  in  Haverhill, 
Suffolk.  Not  just  for  the  Wisdom 
brand  but  also  a  wide  range  of 
own-label  products  for  major 
retail  chains. 

The  weekly  output  of  the 
factory  accounts  for  60  per  cent 
of  the  UK's  toothbrushes. 
Although  the  product  itself  may 
be  something  we  may  take  for 
granted,  at  Wisdom  that  is  far 
from  so.  Quality  director  Robert 
Addis  says:  "The  manufacturing 
of  toothbrushes  has,  with 
extraordinary  development  over 
recent  years,  become  extremely 
technical;  dimensions  and 
material  are  absolutely  critical 
and  the  manufacturing  process 
has  to  be  very  tightly 
controlled." 

The  Wisdom  range  on  its  own 
consists  of  12  brands,  some 
available  in  a  range  of  textures 
and  all  in  a  choice  of  colours  — 
five  or  six  in  some  cases.  It  all 
adds  up  to  a  technical 
production  process  that  has  to 
be  tightly  controlled. 

Three  stages 

The  manufacturing  process  has 
three  stages  —  moulding  the 
handle,  filling  the  filaments  into 
the  head  and  packaging.  A 
variety  of  materials  are  used  for 
the  handles  including 
polypropelene,  polycarbonate 
and  acrylic.  Currently  Wisdom 
use  up  to  60  different  colours  for 
toothbrush  handles. 

The  raw  material,  supplied  as 
granules,  is  mixed  with  the 
colourant  supplied  in  strengths 
from  0.25  to  3  per  cent.  This  is 
metered  into  a  heating  screw 
and  once  melted,  the  material  is 
injected  into  a  handle  mould. 
Moulds  producing  two  to  16 
handles  are  used  at  the  factory 
costing  anything  from  £15,000 
to  £60,000  each.  They  have  to  be 
kept  in  perfect  condition  to 
ensure  that  there  are  no 
moulding  flaws.  For  every 
production  batch,  quality  tests 
are  carried  out. 


Filling  the  head 

All  Wisdom  brushes  use  nylon 
6.12  filaments  produced  from 
granules  which  are  heated, 
extruded  into  filaments,  cooled 
and  then  fixed.  In  every 
toothbrush  the  filaments 
(approximately  22  per  tuft)  are 
held  in  place  by  nickel  silver 
anchors  fixing  the  filaments  into 
the  hole.  The  company  has  14 
automated  filling  machines 
capable  of  filling  approximately 
1 ,000  tufts  a  minute.  That's  up 
to  1 ,200  brushes  per  hour. 


Close  up  of  brush  filaments 

After  filling,  each  filament  is 
end-rounded  by  diamond 
impregnated  discs.  Every  handle 
is  marked  with  the  machine's 
number  and  date  so  that  quality 
control  can  trace  any  detected 
flaws  back  to  the  machine 
responsible. 


Packaging 


Moulding  Wisdom  handles 


Wisdom  have  a  variety  of 
packaging  lines  capable  of 
coping  with  cartons,  blister 
packs,  hard  plastic  cases  or 
cellophane.  Around  150 
toothbrushes  can  be  packed 
every  minute. 

Quality  at  the  factory  is 
guaranteed  by  BS5750 
regulations  —  a  quality 
assurance  system  relating  to  the 
management  of  the 
manufacturing  process  from  raw 
material  through  finished 
product  to  customer.  Tests  are 
undertaken  throughout  each 
day  for  every  production  batch 
to  ensure  handle  flex  tests, 
quality  of  tuft  filling,  optimum 
tuft  retention,  optimum  end- 
rounding  of  filaments,  and 
packaging  to  specification. 

John  Davey,  sales  and 
marketing  director  sums  up  the 
operation.  "Being  leaders  of  the 
toothbrush  market  in  the  UK  has 
only  been  possible  with  a  highly 
skilled  production  team.  We  are 
at  the  forefront  of  technology 
and  innovation  and  produce 
only  the  very  best  quality 
toothbrushes,  which  receive  full 
support  from  our  enthusiastic 
sales  and  marketing  team." 
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After  all, 

the  competition's 
rather  tough. 


Anti-Plaque 
Pre-Brushing 
Dental  Rinse 
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Plax 

■Use  Before  Brushing 
to  loosen  plaque 


Use  Before  Brushing 
to  loosen  plaque 

■  Plax  shifts  more 
plaque  than 
brushing  alone 

■  Brightens  teeth 

■  Starts  to  work  even 
before  you  pick  up 
your  toothbrush 

Plax  SHIFTS  PLAQUE 


Original  Flavour 


y£  j 


Makes  your  mouth 
look  and  feel 
cleeir}  and  healthy 


Absolutely,  because  according  to  Nielsen  Drug  and  Grocery  Audits,  Consumer  Sterling  Sales  for  the 
year  ending  April  1991  confirm  that  Plax  Original  is  the  number  1  pre-brushing  dental  rinse. 
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ew  research  update 


Chewing  stimulates  saliva 
to  aid  remineralisation 


Ca++  PO< 


Ca++  PO< 


Ca++  PO4 


Remineralisation  -  Net  inflow  of  Ca++  PCV'  into  the  enamel 


Ca++  PO4 


Ca++  PO< 


Demineralisation  -  Net  outflow  of  Ca++  PO4—  from  the  ename 


After  eating,  elevated  acid  exposure  can  cause  an 
outflow  of  calcium  and  phosphate  from  the  tooth  enamel, 
which  may  lead  to  demineralisation  and  decay.  It  is  well 
documented  that  saliva  has  an  important  role  to  play  in 
helping  to  prevent  this  process.1'2  3  A  recently  published 
study  demonstrated  that  the  chewing  of  sugar-free  gum 
for  20  minutes  after  eating  stimulates  saliva  to  promote 
remineralisation  of  experimental  caries-like  lesions.4 

Now  a  new  research  study  using  experimental  caries-like 
lesions  has  shown  that  the  chewing  of  sucrose-sweetened 
gum  for  20  minutes  after  meals  and  snacks  significantly 
increased  the  mineral  content  of  the  lesions,  compared 
to  when  gum  was  not  chewed.5 


While  research  on  sucrose-sweetened  gum  continues, 
you  can  recommend  with  confidence  the  chewing  of 
sugar-free  gum  for  20  minutes  after  eating  to  help  your 
patients  in  the  fight  against  tooth  decay. 

So  consider  Wrigley's  Extra  and  Orbit  sugar-free  gums  as 
valuable  adjuncts  to  thorough  brushing  with  fluoride 
toothpaste,  a  sensible  diet  and  regular  check-ups  in 
maintaining  good  dental  health. 


WRIGLEY 

DENTAL  PROGRAMMES 


The  Wngley  Company  Ltd.  Estover,  Plymouth.  Devon.  PL6  7PR 


Reference*  1.  JADA,  1988,  116,  757-759.  2.  Gen.  Dent.  Pracl,  1989.  July/Aug.  3.  Dental  Update  Supplement.  1989,  3-15.  4.  J.  Dent.  Res.,  1989,  68(6),  1064-1068. 

5  IADR.  1990.  Cincinnati.  Abstr.1217. 
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Licensed  to  sell 


Thomas  the  Tank  Engine,  Donald  Duck,  Teenage 
Mutant  Hero  Turtles  —  no  this  is  not  the  line  up 
for  children's  television  but  some  of  the 
characters  available  on  toothbrushes 


The  children's  toothbrush 
market  grew  at  about  1 2  per 
cent  last  year,  says  Mark 
Howard,  Wisdom's  marketing 
manager  for  dental  products. 
However,  character 
merchandise,  currently 
accounting  for  65  per  cent  of 
children's  toothbrushes,  grew 
faster  than  the  whole  market. 

The  whole  point  is 
motivation,  says  Stafford-Miller's 
Fiona  Sharpe.  The  company 
surveyed  dentists  and  found  that 
70  per  cent  believe  characters 
motivate  children  to  brush  their 
teeth.  Wisdom's  Mr  Howard 
points  out:  "The  child  is  more 
likely  to  be  motivated  if  Paul 
Gascoigne  tells  him  to  brush  his 
teeth." 

Companies  have  different 
approaches  to  characters  with 
Stafford-Miller  causing  quite  a 
sensation  last  year  with  the 
Turtles.  The  company  chooses  its 
characters  on  what  is  currently 
popular  using  non-fallible 
cartoon  characters.  Although  the 
Turtles  received  some  adverse 
publicity  they  were  generally 
perceived  as  being  fighters  of 
evil,  says  Ms  Sharpe. 

Stafford-Miller  also  change 
their  characters  frequently,  and 
the  latest  in  the  range  is  The 
Simpsons.  Despite  the 
programme  being  limited  to  Sky 
Television,  the  recent  success  of 
songs  by  the  characters  has 
spread  their  appeal.  "Bart 
Simpson  has  a  rebellious  nature 


which  kids  identify  with,"  says 
Ms  Sharpe.  The  Simpsons  will  be 
supported  by  POS  material 
including  posters,  shelf  strips  and 
wobblers  and  display  units. 

And  don't  give  up  on  the 
Turtles,  says  Ms  Sharpe.  The 
release  of  the  first  film  on  video 
and  the  second  film  to  the 
cinema  will  renew  interest. 

The  old  favourites 

Oral-B  prefer  to  opt  for  old 
favourites  namely  Disney  and 
Warner  Brothers  characters. 
"The  beauty  of  these  products  is 
that  they  appeal  to  both  parents 
and  children,"  says  Angela 
McBride,  adding  that  parental 
nostalgia  for  their  childhood 
favourites  is  an  important  factor. 

Long-lasting  characters  are 
also  important  from  a  retailer's 
point  of  view,  says  Oral-B's  Jenny 
Wright.  Pharmacists  need  not 
worry  about  selling  off  stock  if 
the  craze  passes.  Disney  and 
Warner  Brothers  characters  are 
regularly  shown  on  TV  and  Euro 
Disney  is  due  to  open  near  Paris 
next  year.  Oral-B  are  confident 
that  can  only  be  good  news  for 
their  range. 

The  Oral-B  products  comprise 
four  characters  in  each  range 
with  four  appearing  on  the  two 
toothpastes  that  tie  in  with  the 
brushes.  The  Disney  paste,  in  a 
pump  dispenser,  is  a  recent 
addition. 

The  name  game 

What  all  the  major 
manufacturers  of  character 
toothbrushes  agree  on  is  that 
the  brand  name  behind  the 
character  is  important.  Mark 
Howard  says  that  the  Wisdom 
name  has  about  99  per  cent 
brand  awareness.  In  the 
children's  market,  the  company's 
stance  is  to  be  aware  of  the 
classic  characters  which  have 
longevity  but  also  to  be  aware  of 
the  current  trends.  Research 
showed  that  Paul  Gascoigne, 
Gazza,  is  the  favourite  character 
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of  children  between  the  ages  of 
5  to  1 3  years,  say  Mr  Howard. 

The  key  to  keeping  characters 
in  demand  is  linked  to  exposure 
on  television  or  other  media. 
Wisdom's  Snowman  range, 
launched  last  year,  proved 
popular  at  Christmas,  and  the 
cartoon  is  fast  becoming  a  classic 
to  be  screened  every  year,  says 
Mr  Howard.  And  even  if  Paul 
Gascoigne  does  move  to  Italy,  he 
will  probably  still  play  football 
for  England,  he  adds. 

The  Gazza,  Flintstones  and 
Thomas  the  Tank  Engine  ranges 
all  have  matching  toothpastes  in 
pump  dispensers  made  by  Guala 
UK.  These  feature  a  self  reclosing 
valve  and  tamper-evident  tear- 
off  tab.  Pump  dispensers  are 
particularly  good  for  children, 
says  Mr  Howard.  They  are  easy 
to  handle  and  less  messy. 

Also  in  the  character  line  are 
Jordan's  Wild  Animal  motifs  on 
their  V-tuft  brushes. 

Plain  and  simple 

There  is  still  a  market  for  plain 
children's  toothbrushes,  says 
Stafford-Miller's  Fiona  Sharpe,  as 
some  mothers  do  not  want  to 
"trivalise"  their  children's  teeth. 
According  to  Mr  Howard, 
Wisdom  take  around  80  per  cent 


of  the  non-character  children's 
market  with  Wisdom  Start.  The 
company  tries  to  make  the  range 
exciting  by  using  bright  colours. 
Colgate  Palmolive  have  the  same 
approach  using  sparkles  in  the 
handle  to  make  the  brush  more 
appealing. 

For  even  younger  children, 
Wisdom  have  introduced  a  baby 
brush  in  soft  pastel  colours. 
Mothers  having  trust  in  the 
brand  name  is  even  more 
important  here,  says  Mr  Howard. 


What's  the  floss  about? 


Dentists  say  that  floss  is  an 
essential  part  of  oral  care.  Why 
is  it  then  that  only  1 1  per  cent  of 
people  in  the  UK  are  regular 
floss  buyers?  "Flossing  is  the 
hardest  thing  to  get  patients  to 
do  consistently,"  says  Dr 
Michael  Newman,  University  of 
California,  People  will  argue  tht 
they  do  not  have  time  to  floss, 
that  floss  is  hard  to  handle  or 
unpleasant.  Recommendation 
from  dentists  and  pharmacists 
will  help. 

The  floss  market  is  estimated 
to  be  worth  around  £6  million, 
say  Westone  Products,  a 
manufacturing  and  marketing 
company  recognised  as  leading 
suppliers  of  oral  hygiene 
products.  The  market  segments 
into:  waxed  floss  (40  per  cent), 
unwaxed  floss  (5), 
fluoride/flavoured  floss  (30)  and 
tape  (25).  Floss  with  fluoride 
and  flavour  is  the  fastest 
growing  segment. 

Four  brands  account  for 
60-65  per  centof  the  market  — 
Johnson  &  Johnson's  Reach, 
Oral-B,  Sensodyne  and  Widsom, 
while  the  private  label  sector 
accounts  for  35-40  per  cent. 
Westone  believe  own  label  will 
outgrow  brands  mainly  due  to 
the  lack  of  brand  promotion, 
and  a  commitment  to  stock  by 
High  Street  outlets. 

Opportunities 

According  to  Nielsen,  68  per  cent 
by  volume  of  floss  sales  are 
through  pharmacies.  These  are 
often  considered  purchases, 
prompted  by  dental 
recommendation. 

"In  the  States  people  use 
more  than  five  times  s  much  floss 
as  their  British  counterparts", 
says  Angela  McBride,  Oral-B's 
interdental  product  manager. 
"Given  these  statistics  and  as 
attitudes  to  oral  hygiene 


improve,  we  can  predict  a 
healthy,  persistent  growth  in  the 
floss  market  in  the  UK." 

Westone  Products  believe 
growth  will  depend  on  brand 
advertising  and  product 
developments  such  as  a  new 
PTFE  fibre  which  slips  between 
even  the  tightest  of  contact 
points,  does  not  fray  and  is 
gentle  on  gums. 

Product  news 

Wisdom's  Mark  Howard  believes 
it  is  important  for  patients  to 
become  more  aware  of  flossing. 
The  company  has  just  relaunched 
their  range  with  three  variants  — 
waxed  floss,  mint  waxed  floss 
and  mint  waxed  tape.  The  two 
mint  flavoured  products  contain 
fluoride  and  new  containers 
show  how  much  product  is  left. 

In  addition,  Wisdom's 
interproximal  brush  has  been 
relaunched  with  plastic  coated 
wires  to  stop  galvanic  shock.  The 
brush  comes  with  five 
replaceable  heads  and  can  be 
used  at  three  possible  angles. 

"There  is  a  Butler  floss  for 
every  patient,"  claim  Den-Tal-Ez, 
Uk  representatives  of  John  O. 
Butler.  The  floss  range  includes 
unwaxed  and  waxed  variants  of 
regular  thickness  and  extra  fine, 
shred-resistant  floss  and  patient 
starter  sizes  are  available.  The 
Butler  range  also  includes  waxed 
tape  and  a  floss  threader. 

An  old  face  making  a  come- 
back this  Summer  is  Go-Between 
from  Dental  Products  Ltd.  This 
was  originally  introduced  in  1981 
but  proved  too  innovative  for 
the  UK.  However,  the  number  of 
requests  and  the  greater  oral 
awareness  of  consumers  lead  the 
company  to  reintroduce  it.  Go- 
Between  has  protuberances 
enabling  particles  of  plaque  and 
food  to  be  removed,  says  the 
company. 
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IT'LL  MAKE  A  WORLD  OF  I 


New  Colgate  Actibrush  is 
clinically  proven*  to  reduce  the  build  up 
of  plaque. 

In  the  UK  test  market,  it  became  brand 
leader  and  captured  41%  of  sales  in  just  eight  weeks! 
In  France,  while  still  a  relative  newcomer,  it  is  already  the 
No.l  brand. 

During  the  test  period  Colgate  Actibrush  created  dramatic  growth  in  the  total 
mouthwash  market.  So  now,  with  a  launch  that's  backed  by  a  £5.2  million  TV  campaign 
nationally,  it  clearly  offers  you  an  enormous  profit  opportunity. 


!  ACTIBRUSH 

FFERENCE  TO  YOUR  SALES 


A  hard-working  mouthwash  from  the  trusted  Colgate  name 
is  what  people  have  been  waiting  for. 

So  recommend  Colgate  Actibrush  to  your  customers  as  part  of  their 
daily  oral  care  routine.  And  splash  out  and  give  it  plenty  of  space. 


YOU'RE  SELLING  THE  WORLD  S  LEADING  NAME  IN  ORAL  CARE, 


For  further  information  please  contact  Colgate-Palmolive  Ltd.,  Guildford  Business  Park,  Middleton  Road,  Guildford,  Surrey  GU2  5LZ.  Tel:  0483  302222 
'Reference:-  Rustogi  et  al  (1990).  Am  J  Dent  3  S67-S69 


The  role  of  saliva  is  now  well 
recognised  by  today's  dentists. 
An  authoritative  book  "Saliva 
and  Dental  Health"  has  recently 
been  published  by  The  British 
Dental  Journal  and  a  host  of 
scientific  studies  and  review 
articles  examining  the  benefits 
of  saliva  have  appeared  in  the 
dental  Press.  So  what  makes 
saliva  such  a  valuable 
commodity  in  dental  care? 

The  frequent  consumption  of 
foods  containing  fermentable 
carbohydrates  such  as  sugars 
and  processed  starches  found  in 
sweets,  biscuits,  cakes  and  soft 
drinks  containing  sugar  exerts  a 
major  threat  to  healthy  teeth. 
According  to  a  recent  Mintel 
report,  "Snacking  —  an  eating 
revolution?",  over  half  of  the 
population  eats  snacks  between 
meals.  Furthermore,  snacking  as 
many  as  five  or  six  times  a  day 
between  meals  is  not 
uncommon. 

Although  pharmacists  will  be 
aware  of  the  direct  relationship 
between  sugar  and  tooth  decay, 
it  is  not  always  appreciated  that 
it  is  the  frequency  of 
consumption  that  is  a  major 
factor  increasing  caries  risk. 

When  food  and  drink 
containing  fermentable 
carbohydrate  are  consumed, 
bacterial  plaque  in  the  mouth 
produce  acid  which  can  attack 
teeth  for  up  to  two  hours  after 
eating.  Acid  production  can  be 
rapid  and  within  five  minutes 
the  plaque  pH  can  fall  to  the 
critical  level  below  pH  5.7. 
Plaque  acid  causes  the  crystalline 
components  of  the  teeth  to 
dissolve,  releasing  calcium  and 
phosphate  ions  which  diffuse 
out  of  the  tooth  enamel.  This 
demineralisation  weakens 
enamel  and  can  continue  while 
plaque  pH  remains  below  the 
critical  level.  With  repeated 
exposure  to  acid,  the  damaged 
area  of  enamel  grows  and 
eventually  a  cavity  is  formed. 

It  is  at  this  point  that  it  is 
essential  to  note  that  the  mouth 
is  equipped  with  its  own  natural 
defence  against  the  process  of 
tooth  decay  —  saliva. 

Miraculous  fluid 

Saliva  is  secreted  by  a  series  of 
salivary  glands,  together 
capable  of  producing  up  to  one 
litre  per  day.  This  ranges  from  a 
flow  rate  of  approximately 
0.3ml  per  minute  at  rest  to 
approximately  1 .6ml  per  minute 
when  stimulated  by  chewing. 
Higher  flow  rates  are  produced 
when  the  chewing  action  is 
supplemented  by  taste  stimuli. 
Whole  saliva  is  99  per  cent  water 
and  includes  a  mixture  of 
inorganic  ions,  organic 
molecules  such  as  antibodies, 
enzymes,  urea  and  complex 
glycoproteins  called  mucins. 

The  mechanical  and  chemical 
roles  of  saliva  include  the 
lubrication  and  protection  of 
the  oral  mucous  membrane, 
binding  to  form  food  into  a 
bolus  for  swallowing  and 
control  of  the  ecological  balance 
of  the  oral  flora. 

One  of  the  major  functions  of 
saliva  is  the  maintenance  of  oral 
pH,  which  is  achieved  by  a  series 
of  buffer  systems.  In  stimulated 
saliva,  bicarbonate  provides  85 
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The  miracle 
in  the  mouth 


Mike  Edgar,  professor  of  dental  science  at 
Liverpool  University,  considers  the  role  of 
saliva  in  the  fight  against  tooth  decay 


Chewing  it  over 

Over  80  per  cent  of  dentists 
agree  that  sugar-free  gum  can 
be  an  effective  measure  in  the 
fight  against  tooth  decay. 
Wrigley  have  decided  to  tell 
consumers  this  message  using  a 
televison  advertisement  in  the 
Granada  area. 

The  campaign  explains  how 
chewing  sugar-free  gum  for  20 
minutes  after  food  stimulates 
saliva  to  neutralise  plaque  acids. 
The  company  also  provides 
dentists  with  educational 
material  and  pharmacists  with 
posters  and  leaflets  explaining 
the  importance  of  good 
preventative  care. 

Some  10  million  pieces  of 
gum  are  chewed  every  day  and 
84  per  cent  of  purchases  are  for 
Wrigley  products,  says  the 
company.  Sales  of  sugar-free 
Wrigley  Extra  look  set  to 
increase  this  Summer  with  the 
launch  of  a  new  flavour, 
Wrigley's  Extra  Fruit. 

"Wrigley's  Extra  Fruit  has  a 
unique  and  long-lasting  flavour 
for  an  extra  refreshing  taste," 
says  marketing  manager  Alistair 
Whalley.  "It  provides  an 
alternative  for  dental  health 
conscious  consumers  who  prefer 
fruit  to  mint  flavours." 

Warner  Lambert 
Confectionery  have  produced  a 
sugar-free  variant  of  Original 


The  Wrigley's  message 

Dentyne.  Coinciding  with  this, 
the  whole  range  has  been 
relaunched  in  up-to-date, 
flavour  sealed  packaging.  A  free 
display  stand  is  available. 
Stimorol  has  had  a  face  lift  and 
the  product  will  benefit  from 
advertising  on  satellite 
television  from  September. 

Sales  of  Stafford-Miller's 
Endekay  Dental  Health  Gum 
have  increased  by  27  per  cent, 
say  the  company.  Television 
advertising  will  be  on  air  from 
July  until  September  with 
samples  on  offer  in  women's 
magazines.  A  new  72  piece 
family  pack  is  being  launched  in 
August. 


per  cent  of  the  total  buffering 
capacity.  The  buffering  capacity 
of  bicarbonate  and  phosphate  is 
able  to  neutralise  plaque  acid  on 
and  between  the  teeth.  When 
plaque  pH  rises  as  a  result  of  the 
buffering  action,  the  plaque  will 
become  supersaturated  with 
mineral  ions  including  calcium, 
phosphate  and  fluoride  derived 
mainly  from  saliva.  This  results  in 
mineral  ions  re-entering  the 
tooth  to  repair  the  damaged 
crystals  —  remineralisation.  In 
this  way,  saliva  is  able  to  control 
the  equilibrium  between 
demineralisation  and 
remineralisation  of  the  tooth. 

Stimulating  saliva 

As  stimulated  saliva  hasa  high 
buffering  capacity,  the  potential 
dental  health  benefits  of 
stimulating  saliva  after  eating 
have  been  the  subject  of 
extensive  research. 

Saliva  stimulated  by  chewing 
sugar-free  gum  for  20  minutes 
after  food  can  quickly  reduce  or 
reverse  the  threat  of  acid  attack 
and  help  prevent  tooth  decay. 
The  chewing  action  stimulates  a 
dramatic  increase  in  the 
production  of  saliva  which  is 
then  distributed  to  the  hard-to- 
reach  areas  between  the  teeth 
to  remove  food  debris. 

Studies  indicate  that  saliva 
stimulated  by  chewing  sugar- 
free  gum  for  20  minutes  after 
eating  is  able  both  to  neutralise 
plaque  acid  and  promote 
remineralisation  of 
experimental  caries-like  lesions. 

Through  the  dental 
profession's  recommendation  of 
the  benefits  of  chewing  sugar- 
free  gum  and  the 
communication  of  the  role  of 
chewing  gum  in  dental  care  by 
companies  such  as  Wrigley  Co, 
consumer  awareness  of  chewing 
gum  as  a  potential  adjunct  in  the 
fight  against  tooth  decay  is 
escalating. 

Absence  of  saliva 

Salivary  gland  dysfunction  is 
often  attributed  to  old  age.  This 
is  because  it  is  linked  with 
several  diseases  of  the  elderly 
such  as  Alzheimer's  disease  and 
because  many  elderly  people  on 
medication  are  particularly 
prone  to  dry  mouth.  GPs  have 
long  accepted  that  dry  mouth 
may  be  an  unpleasant  and 
distressing  side  effect  of  many 
drugs  including  analgesics,  anti- 
depressants, antihistamines, 
decongestants  and 
expectorants. 

Xerostomia,  the  subjective 
complaint  of  "dry  mouth", 
afflicts  many  individualson 
medication.  The  condition 
presents  as  dryness  often 
accompanied  by  a  burning 
sensation  in  the  mouth;  eating 
and  sometimes  even  speech  is 
difficult  and  the  sensation  of 
taste  may  be  reduced. 
Symptoms  can  also  be  caused  by 
anxiety  or  depression,  blockage 
of  the  salivary  gland  ducts, 
salivary  gland  inflammation  or 
autoimmune  disease. 

Recent  research  showing  that 
chewing  sugar-free  gum  can 
produce  a  rise  in  salivary  flow 
rate,  suggeststhatthe 
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AN  AUTHORITY 
ON  ORAL  HYGIENE 


Aqyattesh 


SmithKline  Beecham  Personal  Care  now  offer  a 
comprehensive  range  of  oral  hygiene  products 
to  suit  everyone's  requirements: 

Anti-Plaque  Formula  Macleans 

•  Contains  triclosan,  a  clinically  proven  anti- 
plaque  ingredient. 

•  Contains  enhanced  fluoride  system  to  help 
combat  tooth  decay. 

•  Available  in  two  very  popular  flavours  - 
Freshmint  and  Mildmint  which  is  preferred  by 
children. 

Macleans  Milk  Teeth 

•  Specially  formulated  fluoride  level  for  young 
children. 

•  Contains  calcium  G.P.  to  help  strengthen  enamel. 

•  Low  abrasive  formula. 

•  Gentle  minty  taste. 

•  Contains  natural  peppermint  flavour  and  is 
completely  sugar  free. 

Macleans  Active  Mouthguard 
Mouthwash 

•  Clinically  proven  anti -bacterial  agent  to  fight 
plaque,  the  cause  of  gum  disease. 

•  Contains  fluoride  to  protect  teeth. 

•  Offers  fresh  breath  confidence. 

•  Now  two  distinctive  flavours  -  Spicy 
Original  Mint  and  Cool  Menthol  Mint. 


Aquafresh 

•  Three-in-one  protection  fights  against  plaque, 
tooth  decay  and  bad  breath. 

•  Choice  of  the  most  popular  mint  variants  to 
encourage  regular  brushing.* 

•  Unique  genuine  stripes  promote  good  oral 
hygiene  by  encouraging  regular  bmshing. 

•  Contains  calcium  G.P.  to  help  strengthen  enamel. 

Macleans  Sensitive 

•  Proven  to  relieve  the  pain  of  sensitive  teeth 
-fast. 

•  Clinically  effective  fluoride  level  to  help 
protect  against  tooth  decay. 

•  Pleasant  mint  taste. 

•  Available  in  50ml  and  75ml  tubes  with  flip-top 
caps  and  a  convenient  100ml  pump. 

P  L.  00^9/022"; 

Active  ingredient  Strontium  acetate  hemthvdrale  8%  w/w 

To  obtain  further  details  simply  contact: 

SB 

SmithKline  Beecham 

Dental  Health  Services 

SB  House,  Great  West  House,  Brentford,  Middlesex  TW8  9BD 
Tel:  081-560  5151  Fax:081-847  0830  Telex:  935986 


'Independent  Research:  R.S.G.B.:  1991 


The  dentifrice 
dilemma 

Toothpastes  is  one  market  where  pharmacy 
seems  to  have  lost  out  to  the  grocers,  but  there 
is  hope  in  the  move  to  premium  products  and 
the  growth  of  natural  pastes 


stimulation  of  salivary  glands, 
even  in  patients  with  dry  mouth, 
may  increase  salivary  activity 
and  relieve  the  discomfort  and 
adverse  dental  consequences  of 
dry  mouth.  Chewing  has  the 
advantage  of  a  proven  salivary 
stimulant  helping  to  force  saliva 
into  plaque  stagnation  sites 
around  the  teeth.  The 
flavourings  and  sweeteners  in 
sugar-free  gums  are  valuable 
ingredients,  encouraging 
patients  to  stimulate  salivary 
glands  for  a  greater  length  of 
time.  If  no  gland  function 
remains,  there  is  no  benefit  in 
chewing  sugar-free  gum. 

A  natural  force 

Treatment  of  tooth  decay 
devours  the  majority  of  the 
£934.6  million  costs  of  NHS 
general  dental  services.  As  22 
percent  of  adultsof  all  ages 
have  lost  all  of  their  natural 
teeth,  perhaps  it  is  hardly 
surprising  that  many  people 
tend  to  regard  tooth  decay  as 
inevitable.  The  fall  in  children's 
decay  during  the  last  decade  is 
witness  to  the  benefits  of 
fluoridated  toothpaste.  There  is 
evidence  that  these  benefits 
may  be  enhanced  synergistically 
by  salivary  stimulation. 

Increased  consumer 
understanding  of  tooth  decay, 
the  impact  of  frequent  snacking, 
the  role  of  fluoride  and  dental 
health  benefitsof  stimulating 
saliva  by  chewing  gum  after 
eating  should  do  much  to 
challenge  the  assumption  that 
decay  is  inevitable. 


According  to  Nielsen  pharmacies 
account  for  only  19  per  cent  of 
the  toothpaste  market  valued  at 
£1 78.4  million.  A  whooping  70 
per  cent  is  sold  through 
groceries.  The  market  is  relatively 
static  in  volume,  but  Nielsen 
show  a  value  growth  of  1 2.5  per 
cent  with  consumers  trading  up 
to  premium  products. 

Major  improvements  in 
technology  have  meant  that 
products  are  becoming  more 
serious,  moving  away  from  a 
purely  cosmetic  image.  Today's 
consumers  are  being  asked  to 
consider  far  more  when  deciding 
which  toothpaste  to  buy. 

Colgate  Palmolive's  Gary 
Guthrie  identifies  a  number  of 
segments  in  the  toothpaste 
market: 

•  Traditional  family — 
accounting  for  38.5  per  cent  by 
volume.  The  main  players  are 
Colgate  Regular  and  Macleans 
Freshmint. 

•  Young  family  —  bought  by 


consumers  (19.3  percent)  willing 
to  compromise  in  return  for  a 
product  which  serves  the  whole 
family.  The  main  share  here  goes 
to  Aquafresh  Original. 

•  Orally  aware  —  22.6  percent 
go  to  these  products  which 
appeal  to  consumers  who  are 
more  conscious  of  looking  after 
themselves  including  their 
mouths.  Colgate  Tartar  Control 
and  Crest  Tartar  Fresh  &  Mild 
dominate  here. 

•  Sensitive  —  a  small  (3.8  per 
cent)  sector  dominated  by 
Sensodyne. 

Mr  Guthrie  believes  that 
pharmacists  would  be  well 
advised  to  exploit  their 
professional  advantages  in  the 
latter  two  sections.  However,  he 
warns  against  pulling  away 
completely  from  main  stream 
family  brands. 

Michael  Bealing,  sector 
development  manager  (chemists) 
at  CP  believes  that  as  toothpastes 
become  more  technological, 
advice  becomes  more  important 
and  the  market  should  move 
back  to  pharmacies. 

"A  lot  of  pharmacists  try  to 
support  too  many  products,"  he 
says.  "CP  believe  that  they  would 
be  better  advised  to  make  a  few 
products  work  harder."  The 
company  can  offer  support  and 
advice  on  issues  such  as  what 
products  to  stock  and  what  the 
consumer  is  looking  for,  says  Mr 
Bealing.  The  company  wants  to 
emphasise  a  partnership 
approach  with  pharmacists 
which,  it  hopes,  will  lead  to  long 
term  gains  for  both  sides. 

Sensitive  area 

Products  for  sensitive  teeth  are 
particularly  important  in 
pharmacy  and  it  is  an  area  where 
education  is  important,  says 
Stafford-Miller's  Sarah  Hewitson. 

"Sensodyne  has  consistently 
grown  at  twice  the  rate  of  the 
toothpaste  marekt  and  with  six 
million  people  still  suffering, 


Sensodyne  in  Cuala  dispensers 

there  is  considerable  potential 
for  continued  growth,"  she  says. 
The  company  is  detailing 
Sensodyne  to  dentists  to  increase 
recommendation,  and  also  use 
television  to  reach  those  who  do 
not  visit  their  dentists. 

The  Sensodyne  Summer 
advertisement,  stressing  that 
sensitive  teeth  is  a  common 
problem,  will  be  on  air  until 
September  and  a  Winter  version 
will  follow. 

For  the  trade,  Sensodyne  F  is 
on  bonus  and  a  trial  size  with 
money-off  coupon  is  available. 
Stafford-Miller  are  also  investing 
over  £1  m  in  dental  activities 
including  samples,  advertising, 
posters  and  leaflets. 


i 


Macleans  Sensitive  has  a  new 
look  after  a  redesign  by 
Smithkline  Beecham  who  are 
looking  to  tap  into  this  market's 
potential.  The  new  pack 
communicates  the  positive 
attributes  of  the  brand  while  the 
"target"  motif  visually 
reinforces  the  ability  to  focus 
relief  onto  the  areas  causing 
pain,  say  SB.  Magenta  and  blue 
graphics  on  white  create 
excellent  shelf  standout. 

A  promotional  programme 
will  target  consumers  and 
dentists  with  a  £2  million 
television  spend  and  sampling. 

Herbal  approach 

Although  natural  oral  care 
products  are  still  a  small  area  of 
the  oral  care  market  they  are 
showing  significant  growth,  say 
Weleda.  "Pharmacies  are  ideally 
poised  to  take  account  of  the 
premium  sector  into  which 
natural  products  fall.  There  is 
little  point  in  pharmacy 
competing  with  multiple  grocers 
for  sales  of  the  common  brands 
when  they  could  generate  good 
profitable  sales  from  premium 
lines."  Weleda's  five  toothpastes 
are  available  at  "50p  off  normal 
rsp"  until  September. 
Sarakan  toothpaste, 
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WIDE  OPEN  FOR  PROFITS 


for  super  fitting 
dentures 


LOOSE 

CROWNS  ^ 

TOOTHACHE 
FIRST  AID 


PERMASOFT 


\ 


PERMASOFT 

PERMASOFT  tightens 
loose  dentures  by  taking 
a  perfect  impression  of 
the  gums.  Not  a  powder 
or  a  gel.  PERMASOFT 
lasts  for  months. 
Hygienic  and  easy  to 
use. 


TOOFY  PEGS 

Emergency,  temporary 
treatment  for  toothache, 
lost  fillings  and  loose 
crowns.  Contains  herbal 
pain  relief  tincture, 
tablets  as  well  as  filling 
material  for  sealing  a 
cavity  or  replacing  a 
loose  crown.  Laboratory 
tested  and  approved. 


ADVERTISED  IN  NATIONAL  PRESS  AND 
AVAILABLE  FROM  WHOLESALERS 


DBA  Ltd.,  29a/b  High  St.,  Billingshurst, 
West  Sussex.  Tel:  0403  784781 
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Tau-Marin  is  a  new  range  ol  high-quality 
toothbrushes  available  exclusively  through 
pharmacies. 

Scientifically  developed  and  clinically  tested 
for  a  high  standard  of  oral  hygiene. 

\nd  available  only  through  pharmacies 
because  expert  advice  is  essential  tothecorrect 
choice  and  use  of  a  toothbrush. 

Studies  on  dental  health  education  in  the  UK 
show  clearly  that  while  most  people  understand 
the  importance  of  controlling  plaque  to  I  ighf 
tooth  decay,  lew  understand  the  problems  of 
gum  disease.  And  vet  this  is  the  biggest  cause  of 
tooth  loss  in  adults. 

Even  the  health-conscious  don  t  find  gums  a 
pleasant  topic  of  conversation.  Gums  are  not 
glamorous.  Which  probably  explains  why 
Frances  Gu  mm  decided  to  enhance  her  singing 
career  by  changing  her  name  to  Judy  Garland. 

In  the  light  ol  a  vv  idespread  aversion  to  anything 
to  do  y\ith  gums,  it  is  hardly  surprising  that 
most  people  only  seek  advice  when  they  suffer 
the  reddened  and  bleeding  gums  of  gingivitis. 
But  all  too  often,  gum  disease  develops  un- 
checked without  displaying  any  obvious 
symptoms.  Until  it's  too  late,  and  otherwise 
healthy  teeth  are  lost. 

Tau-Marin  toothbrushes  make  it  easy  to  clean 
the  teeth  which  are  hardest  to  reach.  Thev 
remove  plaque  and  f  ood  residues  while  gently 
stimulating  circulation  in  the  gums.  Together 
with  Tau-Marin  dental  floss  and  anti-tartar 
brushes  and  toothpastes,  they  can  make  a 
substantial  contribution  to  preventing  the 
onset  of  gum  disease. 

The  combination  of  quality  products  and  f  irst- 
rate  advice  has  made  Tau-Ma  ri  n  the  best-sel  ling 
toothbrush  brand  in  pharmacies  in  Italy,  its 
country  ol  origin. 

If  you  want  to  join  the  growing  number  of 
pharmacists  who  of  fer  the  quality  of  the  Tau- 
Marin  range  in  the  UK.  call  Maria  Diaz  on  07 1  - 
376-7999.  or  write  to  her  at  the  address  below. 

Unlike  Judy  Garland,  a  new  name  won't  get 
vou  an  Oscar.  But  it  mav  help  your  customers 
to  achieve  a  winning  smile. 


Initiatives  Link  International  Ltd.. Suite  t.  Lirst  Lloor. 

(  helsea  Garden  Market.  ( Chelsea  Harbour.  London  SW  10  OXE 


The  innovative 
Tau-Marin  toothbrush 
with  its  distinctive 
slanted  head  is  the 
result  of  considerable 
scientific  study. 

The  15°  slant  allows 
the  brush  to  reach 
teeth  at  the  back  of 
the  mouth  much  more 
comfortably. 

Rounded  synthetic 
bristles  avoid 
damaging  enamel 
and  irritating  the 
gums.  The  colours 
indicate  alternate 
firmer  and  softer  rows 
to  remove  plaque  and 
stimulate  good  gum 
circulation. 

The  straight,  rigid 
handle  makes  it 
easier  to  brush  at  the 
correct  angle  of  45° 
and  the  correct 
pressure  of  120-150g. 


more  than 
a  brush  with 
science 

tau-marin 


distributed  by  Arrowmed  Ltd, 
has  been  observed  to  have  a 
beneficial  effect  in  overcoming 
periodontal  disease,  according 
to  a  report  in  Dental  Practice 
Magazine  (October  4  1990). 

Investigation  of  the  paste 
which  contains  essence  of 
Salvadora  persica  (the 
toothbrush  tree)  found 
ingredients  including  chlorides, 
silicates,  aromatic  resins  and 
vitamin  C.  Studies  are  now 
planned  to  compare  Sarakan 
with  a  placebo. 

Maxim  Pharmaceuticals  have 
developed  "not  tested  on 
animals"  fat-free  Amber 
toothpaste  and  soap.  The 
products  should  appeal  to 


vegetarians  and  Muslims,  they 
say,  and  are  proud  of  the  fact 
that  samples  presented  to  Prince 
Charles  at  a  British  trade  fair  in 
Jeddah,  resulted  in  a  letter  of 
thanks. 

Brewhurst  have  produced  a 
Healthrite  oral  care  range 
comprising  toothgel, 
mouthwash  and  breath 
fresheners.  The  pump  dispenser 
toothgel  includes  rosemary, 
thyme  and  fennel. 

Comvita  of  New  Zealand 
have  more  than  doubled  their 
input  into  the  British  market  in 
the  last  two  years.  They  see  the 
market  for  herbal  products  ever 
expanding.  Their  Propolis 
toothpaste  also  contains  tea-tree 


Freshen  up! 


Consumers  coping  with 
of  foreign  food  and 
turning  to  portable 
'neutralise  nasty  niffs' 

Westone  Products,  suppliers  of 
oral  hygiene  products,  estimate 
the  portable  mouthwash  market 
at  around  £10  million,  split 
equally  between  capsules  and 
sprays.  Currently,  the  latter  is 
dominated  by  Gold  Spot  taking  a 
sterling  share  of  around  43  per 
cent. 

Gold  Spot  is  positioned  as 
upmarket  and  aspirational,  say 
Nicholas  Laboratories,  with 
packaging  designed  to 
encourage  impulse  purchase. 
The  product  is  involved  in  a 
sponsorship  deal  with  BSkyB's 
"Love  at  first  sight"  programme. 

The  main  threat  to  Gold 
Spot's  supremacy  could  come 
from  Warner  Lambert's 
Listermint  spray.  The  product 
achieved  a  9  per  cent  share  of 
the  breath  freshening  spray 
market  in  independent 
pharmacy,  says  the  company, 
which  predicts  this  will  grow  as 
distribution  increases. 

The  benefits  of  the  Lister 
name  and  the  fact  that  it  is  a 
well  designed  product  has 
brought  branded  value  to  the 
market,  says  Warner  Lambert's 
Nick  Evans.  Later  in  the  year  the 
company  plans  to  use  cross 
couponing  on  Listermint 
mouthwashes  to  increase  trial. 

New  looks 

"Consumer  research  shows 
people  want  a  modern,  discreet, 
portable  mouth  freshener  which 
is  socially  acceptable,"  says 
Nicholas  Laboratories'  Jeremy 
Sharpies.  As  UK  penetration  of 
breath  fresheners  is  only  20  per 
cent,  he  believes  there  is  great 
potential  for  growth. 

"The  market  has  become 
increasingly  dynamic  in  the  last 
18  months  due  to  the 
introduction  of  new  products," 
he  says.  By  giving  Amplex 
capsules  a  face  lift  Nicholas  are 
aiming  to  grow  the  market. 

The  new  range  of  capsules 
has  been  rationalised  to  include 
two  sizes  in  each  of  three 
variants  —  Original  Strong,  Ice 
Mint  and  Apple  Mint.  Amplex 
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the  growing  popularity 
business  lunches  are 
breath  fresheners  to 


will  benefit  from  a  £2m  multi 
media  support  package  over  the 
next  12  months  including  radio, 
posters  and  television. 

'Nasty  niffs' 

Warner  Lambert  Confectionery's 
brand  Clorets  is  now  the  fifth 
fastest  selling  brand  in  the  mint 
and  chewing  gum  sector  and  is 
being  seen  as  direct  competition 
by  breath  freshener 
manufacturers. 

Clorets  mints  and  chewing 
gum  are  joined  this  Summer  by 
sugar-free  mints.  A  consumer 
sampling  programme  began  in 
June,  with  over  1  million  samples 
and  money-off  coupons.  In 
addition,  comedians  Hale  and 
Pace  will  be  telling  consumers  to 
"neutralise  nasty  niffs"  in  a 
£3. 5m  national  television 
campaign. 

Frisk,  said  to  be  Europe's 
fastest  selling  fresh  breath 
tablets,  are  available  in  the  UK 
through  Food  Brokers. 


oil,  liquorice  root  and  mint. 

Italian  brand  Tau-Marin 
produce  a  herbal  toothgel  and 
an  anti-tartar  toothpaste.  Tau- 
Marin  toothgel  contains  14  herbs 
and  is  a  popular  alternative  to 
strong  minty  pastes,  says 
distributors  Initiatives  Link 
International. 

Also  available  in  herbal 
products  is  Blackmore's  herbal 
and  mineral  toothpaste  and 
Trybol  distributed  by  Chalkgate. 
Vegetocaryl,  distributed  by  K. 
Waterhouse  Ltd,  includes  a 
toothpaste  combining  plant 
extracts,  fluorine  salts  and  clay. 

Gum  health 

Gum  health  is  becoming  an  ever 
more  important  issue  in  dental 
health,  say  Elida  Gibbs, 
manufacturers  of  Mentadent  P. 
"Consumers  want  to  do  the  right 
thing  for  their  teeth  and  are 
open  to  credible  and  well- 
informed  advice  on  the  correct 
daily  oral  hygiene  routine." 

Elida  Gibbs  are  spending 
£4. 2m  on  promotional  activity 
for  the  Mentadent  range.  The 
company  has  mailed  10,000 
toothpaste  and  brush  samples  to 
pharmacists  and  sponsored  the 
June  leaflet  from  the  National 
Pharmaceutical  Association  on 
gum  health. 

Proctor  &  Gamble  have 
renamed  Crest  Gum  Health 
toothpaste  Crest  Ultra 
Protection.  The  product  is 
available  in  gold  coloured 
packaging  to  distinguish  it  from 
the  other  Crest  products. 

Crest  Ultra  Protection 
contains  sodium  fluoride, 
pyrophosphate  and  triclosan. 
The  company  is  planning  to 
advertise  during  August. 

Summer  savings  are  on  offer 
from  Smithkline  Beecham, 
designed  to  lead  to  greater 
awareness  and  trial.  Currently  a 
40p  money-off  coupon  for 
Macleans  Active  Mouthguard  is 
available  on  Macleans  Freshmint 
and  Mildmint  toothpaste. 

Latest  data  reveals  that 
Macleans  toothpaste  takes  14.7 
per  cent  of  the  market.  The  "tin 
soldiers"  advertisement  is  being 
screened  together  with  the 
Active  Mouthguard  commerical. 
In  all,  SB  are  spending  over  £7m 
this  year  supporting  Macleans. 

Aquafresh,  recently  voted 
top  in  a  consumers'  poll,  is  being 
supported  by  a  national 
television  campaign  highlighting 
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the  three-in-one  benefits.  A  total 
of  £3m  is  being  spent  this  year. 

Stain  removers 

In  pharmacy  the  stain  removing 
dentifrice  market  was  up  9  per 
cent  on  last  year  compared  to  an 
1 8  per  cent  increase  in  grocery, 
say  LRC  Products.  Eucryl  Smokers 
toothpaste  is  seen  as  a  more 
modern  product  than  the 
toothpowder  and  has  been 
repacked  in  a  pump  dispenser. 

According  to  marketing 
manager  Alan  Main:  "Pump 
action  users  are  21-35  year  olds 
with  an  up-market  profile." 
They  now  account  for  more  than 
1 5  per  cent  of  toothpaste  sales. 

Carter-Wallace's  Pearl  Drops 
is  being  promoted  throughout 
July  and  August  with  trialpacks 
of  freshmint,  spearmint  and 
smokers  1  +  1  all  available  in  a 
display  tray. 

Topol  Plus  minty  gel  and 
Clinomyn  smokers  toothpaste 
are  both  being  targeted  at 
young  female  smokers  this 
Summer.  The  Topol  range  will 
appear  in  women's  magazines 
from  August.  The  £300,000 
Clinomyn  campaign  uses  the 
slogan  "Will  your  smile  give  you 
away?" 

Denivit  toothpolish  is  the 
fastest  growing  brand  in  the 
toothpolish  sector,  say  Eylure 
Nobel. 
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Ouch!  That  hurts 


Sweet-talking, 
happy  teeth! 

With  today's  emphasis  on  healthy  living,  there 
is  growing  consumer  demand  for  sugar-free 
products.  C&D  reports  on  the  latest  "kind  to 
teeth"  campaign 


According  to  a  World  Health 
Organisation  report,  90  per  cent 
of  all  children  under  the  age  of 
nine  have  dental  caries.  In  Britain 
more  than  5  million  teeth  are 
extracted  each  year  and  nearly 
27  million  require  filling. 
Measures  to  cut  the  amount  of 
tooth  decay  are  being  welcomed 
by  dentists  and  should  also  be  of 
interest  to  pharmacists,  in  their 
role  as  healthcare  advisors. 

The  Happy  Tooth  —  a  symbol 
depicting  a  smiling  molar 
sheltering  under  an  umbrella  — 
is  at  the  centre  of  the  latest 
dental  health  campaign,  backed 
by  the  British  Dental  Association 
and  the  Health  Education 
Authority.  If  successful  the 
symbol  could  soon  be  a  common 
sight  on  sugar-free  confectionery 
and  foods. 

The  Happy  Tooth,  introduced 
in  1 982  by  the  Dental  Institute  at 
Zurich  University,  is  used  widely 
throughout  Switzerland  on 
products  deemed  to  be  kind  to 
teeth.  Research  shows  that  81 
per  cent  of  Swiss  adults  and  94 
per  cent  of  children  recognise 
the  symbol. 

Isomalt 

The  sugar  substitute  closely 
linked  to  the  Happy  Tooth 
Campaign  is  isomalt.  Produced 
by  the  German  company 
Palatinit,  it  has  had  general 
approval  in  the  UK  since  1983. 

According  to  the 
manufacturers,  isomalt- 
containing  products  have  a 
natural  sugar-like  taste  with  no 
aftertaste,  are  kind  to  teeth,  are 
beneficial  for  diabetics,  and  help 
weight  control. 

Isomalt  is  suitable  for  use  in  a 
wide  range  of  food  products 
including  sweets,  chocolate, 
chewing-gum  and  baked  goods. 
Isomalt-containing  products 
already  available  in  the  UK 
include  Simpkins  Sugar  Free 
Pops,  Mustant  throat  sweets 
from  Fylde  Coast  Confectionery 
and  Vitamin  C  lollies  from 
Nuttalls  Confectionery. 

Sugar-free  herbal  mints  by 
Swiss  manufacturer  Ricola  have 
recently  been  introduced  into 
the  UK.  The  flip-top  packs 
feature  the  Happy  Tooth  logo 
and  the  message  "Kind  to 
Teeth". 

Boots  have  entered  the  arena 
with  a  range  of  sugar-free 
confectionery  using  isomalt  and 
lycasin.  The  range  includes  traffic 
light  lollipops,  sea  creature 
gums,  milk  and  white  Chocco 
bars  and  chocolate  penguins. 
The  packs  show  the  message 
"kinder  to  teeth"  and  feature 
Clarence  the  crocodile  and 
Barney  the  bird.  These  characters 
also  appear  on  leaflets  in  stores 


and  on  a  poster  in  dental 
surgeries. 

At  the  1991  International 
Sweets  &  Biscuits  Fair  in  Cologne, 
Suchard  launched  a  diabetic 
chocolate  range  containing 
isomalt.  Although  not  yet 
launched  in  the  UK  the  company 
hopes  that  pharmacies  will  be  a 
major  outlet. 

Whatever  the  future  for  the 
Happy  Tooth  and  the  "kind  to 
teeth"  campaign,  it  looks  certain 
that  manufacturers  of  these 
products  will  be  targeting 
pharmacies  as  ideal  outlets  for 
their  products. 


The  percentage  of  the 
population  with  no  natural 
teeth  has  fallen  over  the  years 
from  37  per  cent  in  1 968  to  20 
percent  in  1988.  Nielsen  figures 
show  that  the  denture  cleansers 
market  (value  £16.5  million) 
grew  by  only  5.9  per  cent  in  the 
yearto  April  1991. 

However,  the  gloomy 
forecasts  do  not  deter 
manufacturers  who  realise  that 
pharmacies  still  have  a  sizeable 
number  of  customers  needing 
denture  products. 

Reckitt  &  Colman's  Steradent 
range  has  been  extended  with 
the  introduction  of  3  Minute 
cleaning  tablets,  Denture  Gel 
and  Mouthwash.  Steradent 
tablets  and  cleaning  powder 
have  been  reformulated  and 
pack  sizes  rationalised  with 
European  harmonisation  in 
mind,  say  R&C. 

The  company  has  also 
produced  a  Steradent  leaflet 
"Your  guide  to  denture  care", 
which  advises  on  oral  hygiene 
procedures. 

Combe  International  have 
incorporated  a  breath  freshener 
into  Seabond  denture  fixative  to 
overcome  the  problem  of 
"denture  breath".  The  product 
has  been  well  accepted  in 
consumer  tests,  says  the 
company.  Packs  feature  a  flash 


Improving  oral  hygiene  has 
done  little  to  reduce  the 
incidence  of  mouth  ulcers,  say 
Schering-Plough  Consumer 
Health.  Research  in  1989 
showed  that  21  per  cent  of 
adults  had  suffered  with  mouth 
ulcers  and  this  compared  to  22 
per  cent  in  a  similar  survey  in  the 
mid-70s.  Interestingly,  the 
severity  of  suffering  had 
increased,  with  those  suffering 
unbearably  quadrupling  in 
numbers. 

Broadly  speaking,  say 
Schering-Plough,  sufferers 
accept  that  there  is  no  cure  for 
mouth  ulcers  and  are  looking 
for  palliative  treatment  in  the 
form  of  gels  and  pastilles.  They 
have  published  a  leaflet  —  "The 
secret  to  relieving  painful 
mouth  ulcers"  —  which  explains 
what  mouth  ulcers  are,  how 
they  occur  and  how  to  make 
them  more  bearable.  Rinstead 
pastilles  are  now  available  in  a 
handy  drop  feeder  which  can  be 
placed  on  the  pharmacy 


in  the  top  right  hand  corner  to 
communicate  this  benefit. 

Seabond  is  being  advertised 
in  the  national  Press,  say 
Combe,  with  selected 
advertisements  offering 
samples. 

Douglas  Bride  Associates 
have  launched  a  £500,000 
advertising  campaign  for  their 
denture  product  Permasoft  and 
the  first  aid  kit  for  teeth,  Toofy 
Pegs.  The  schedule  will  include 
national  Press,  women's 
magazines  and  trade 
advertising. 


SOFT  PASTILLES  FOR  MOUTH 


counter. 

According  to  Reckitt  & 
Colman,  the  oral  lesion  market 
in  pharmacy  is  valued  at  £5.3 
million,  growing  at  1 6  per  cent. 
Bonjela  is  brand  leader  with  a 
31 .8  per  cent  share. 

R&C  have  produced  a 
pharmacy  knowledge  pack  for 
assistants  on  mouth  disorders 
and  a  consumer  leaflet  on 
common  mouth  ailments. 

David  Hill,  market 
development  manager  for  TCP, 
believes  this  product's  success  in 
oral  hygiene  is  related  to  its 
multipurpose  anti-microbial  and 
analgesic  action.  TCP  will 
benefit  from  a  £1  m  national 
Press  advertising  campaign. 

Dendron's  Medijel  range  has 
achieved  significant  growth  in 
sales  over  the  past  year,  says  the 
company.  It  is  being  supported 
by  promotions  and  an  assistant's 
competition. 

Dendron's  Dentinox 
teething  gel  has  also  achieved 
rapid  growth  in  sales  over  the 
past  year,  says  the  company. 
The  product  is  being  supported 
by  advertisements  in  mother 
and  baby  publications. 

For  all 
situations 

Unfortunately,  oral  hygiene  is 
not  all  about  gleaming  smiles 
and  beautiful  teeth.  Problems 
do  occur  and  can  be  made  worse 
if  the  sufferer  is  away  from 
home  or  a  dentist  is  unavailable. 

For  situations  like  this, 
Douglas  Bridge  Associates 
recommend  Toofy  Pegs,  the  first 
aid  kit  for  teeth.  The  pack 
contains  a  pain  killing  tincture 
and  a  temporary  filling  material 
for  sealing  a  tooth  cavity  or 
replacing  a  crown.  The  product, 
is  being  supported  by  £500,000 
worth  of  advertising. 

•  If  a  dry  mouth  is  the  problem, 
there  is  Luborant  from  Antigen 
Europe.  The  saliva  replacement 
solution  contains  added  fluoride 
and  has  been  shown  to  have  a 
beneficial  effect  on  damaged 
tooth  enamel,  says  the 
company. 

•  Westone  Products  confirm 
that  the  woodsticks  market  has 
grown  increasingly  over  the  past 
few  years.  Woodsticks  are 
available  under  private  label 
and  also  from  companies 
including  Nicholas,  Oral-B  and 
Bay  &  Vissing.  The  market  is 
estimated  at  2  million  units  a 
year. 


Denture  news 


Chemist  &  Druggist  27  JULY  1 991 


171 


Only  these  companies  can  offer 
you  the  API  symbol  of  assuranc 


DISCPHARM 

0784  464306 


0*  p»4 


DONCASTER 
PHARMACEUTICALS 

0302  886031 


DOWELHURST 
0962  498855       ^  i 

o  I 

EUROPHARM    </>  y 

0903  213303  ^ 


l  O  EURIMPHARM 
k  f*1      081-658  2255 


0895  812421 


PHARMACEUTICALS 
INTERNATIONAL  (UK) 

0202  826644 


SPECTRUM  MARKETING 

081-443  1919 


We've  gone  beyond  the  stoge  where  pharmacists 
deny  themselves  the  advantages  of  purchasing 
imported  product.  For  most  pharmacists  the  issue 
nowadays  is  not  "whether?"  but  rather  "from 
whom?" 

The  API  agrees  that  this  is  a  critical  question. 
The  pharmacist  needs  to  be  absolutely  sure  that 
product  meets  all  the  stringent  requirements,  rightly 
demanded  by  the  0.0. H.  and  the  M.C.A.;  as  well 
as  receiving  fair  commercial  value.  This  is  where 
the  API  comes  into  its  own. 

The  API  is  the  only  trade  association  for  importers 
of  licensed  pharmaceutical  drugs  into  the  UK. 


BUY  WITH  CONFIDENCE 


Our  members  fully  support  the  systems  in  place 
that  ensure  the  legitimacy  of  imported  product. 
To  this  end  API  members  subscribe  to  a  rigorous 
Code  of  Ethics.  All  API  members  have  their  own 
Manufacturers  (Assembly  Only)  Licence  and  observe 
comprehensive  quality  control  practices. 

All  the  above  companies  are  members  of  the 
API  and  can  be  contacted  at  the  phone  numbers 
above.  For  more  information  on  the  API,  write  to 
the  address  below  or  phone  us  on  071-240  51  31, 

You'll  find  that  with  an  API  company, 
pharmaceutical  imports  are  not  just  good  for  your 
wealth  but  for  your  health  as  well. 


The  Association  of  Pharmaceutical  Importers,  42  Drury  Lane,  London  WC2B  5RN.  Telephone  0  7  1  -240  5  1  3  1.  Facsimile  0  7  1-3  7  9  4  387 


Busiiiessnews 


Cautious  optimism  for 
economic  outlook 


The  Confederation  of  British 
Industry  and  the  Central  Statistical 
Office  are  detecting  signs  that  the 
economic  climate  might  be 
improving.  The  latest  CBI/FT 
distributive  trades  survey  shows  that 
while  retail  sales  for  June  remain 
below  the  levels  of  a  year  ago, 
retailers  now  expect  a  moderate 
pick  up  in  business.  Meanwhile  last 
month's  trade  figures  show  a 
current  account  surplus  for  the  first 
time  since  February  1987.  The  CSO 
has  also  reported  1.3  per  cent 
increase  in  retail  sales  volume 
between  May  and  June. 

However,  both  the  CBI  and  the 
CSO  are  anxious  that  signs  of 
recovery  should  not  be  over-stated. 
"Sales  in  Britain's  high  streets  were 


The  Unichem  bid  for  Macarthy  is 
sweet  revenge  for  Peter  Dodd, 
according  to  market  analysts 
Shearson  Lehman  Brothers:  It 
turns  the  tables  on  Macarthy,  who 
bid  for  Unichem  in  1988,  and  if 
successful  would  allow  the  group  to 
leapfrog  AAH  with  even  greater 
retail  exposure. 

Shearson  say  they  would  not 
expect  Grampian  to  re-enter  the 
bidding  unless  allied  to  another 
company,  since  the  lack  of  any 
significant  operating  synergies 
would  preclude  a  high  enough 
price.  Nevertheless,  they  speak  of  a 
"general  consensus"  that  more  bids 
will  appear  now  that  Unichem  have 
made  their  move,  "although  £70 
million  and  above  it  would  only  be 
sensible  for  someone  with  a  high 
degree  of  overlap  to  ensure 
synergies".  The  analysts  value  the 
Unichem  bid  at  around  £70m. 

"AAH  is  an  obvious  candidate 
with  as  many,  if  not  more, 
synergistic  opportunities.  They  have 
already  built  up  a  core  of  pharmacy 
business  —  interestingly  at  a  lower 
overall  price  than  Unichem  appears 
to  be  paying,  and  with  a  higher 
freehold  content  —  Bill  Revell  and 
the  rest  of  the  AAH  board  may  feel 
the  opportunity  to  more  than 
double  their  retail  business  is  too 
good  an  opportunity  to  miss." 
Against  this,  Shearson  suggests  that 
AAH  may  feel  that  £80m  plus  would 
be  better  spent  on  more 
undervalued  assets  to  build  up  the 
cyclical  interests  of  the  group  in 


no  better  and  no  worse  in  June  than 
in  the  previous  month,"  says  the 
CBI. 

Nigel  Whittaker,  CBI  chairman, 
commented:  "The  survey  shows 
that  while  retail  sales  for  the  time  of 
year  have  deteriorated  significantly 
since  the  beginning  of  the  year, 
sales  volumes  have  not  worsened 
further  since  May  —  they  continue 
to  bump  along  the  bottom.  Looking 
to  July,  retailers  expect  a  moderate 
pick  up  compared  with  the  same 
month  last  year." 

In  the  survey,  a  balance  of  -4 
per  cent  indicate  that  sales  are 
below  the  levels  of  a  year  ago. 
Moreover,  a  balance  of  -18  per 
cent  indicate  retailers  have  cut  back 
further  on  orders  placed  with 


transport  and  building  supplies. 

Medicopharma  stand  to  lose  the 
most  from  a  successful  Unichem  bid 
according  to  Shearson,  "since  it 
would  be  clear  that  at  the  earliest 
opportunity  Unichem  would  take 
over  ethical  supplies."  Without  this 
captive  business  helping  to  spread 
overheads  Medicopharma  may  well 
not  survive  in  the  UK,  they  argue. 
Medicopharma  is  their  prime 
candidate  to  object  to  the  Office  of 
Fair  Trading  over  the  Unichem  bid. 
The  price  has  not  yet  slipped  out  of 
Lloyds  reach  "if  they  should  wish  to 
enter  the  fray". 


suppliers.  This  is  confirmed  by  the 
wholesaling  figures,  which  show  a 
balance  of  -  20  per  cent  reporting 
reduced  sales  volumes. 

Retailers  are  more  optimistic 
about  the  future.  A  balance  of  +4 
per  cent  expect  sales  volumes  to 
improve  in  July.  Nevertheless  this  is 
a  lower  index  of  optimism  than  they 
have  shown  in  the  past  four  surveys. 

Only  6  per  cent  of  wholesalers 
report  good  sales  for  June;  an 
overall  balance  of  -27  per  cent 
indicates  that  sales  for  June  were 
poor. 

The  provisional  estimate  of  the 
index  for  retail  sales  volume  for 
June  is  119.7  (1985  =  100), 
sesonally  adjusted.  This  is  1.5  above 
the  figure  for  May. 


Showrax 
network 

BFN  Storefitters  have  formed  a  new 
national  distribution  network 
through  which  all  Showrax 
shopfitting  equipment  will  be  sold 
from  Aug  1 . 

Under  the  new  arrangements 
the  Showrax  systems  are  to  be  made 
available  directly  to  the  retail  trade, 
via  independent  distributorships. 
However,  sales  to  national  multiple 
retailers  will  still  be  handled 
through  the  company's  head  office. 

Managing  director  Geoff  Hilton 
says:  "We  believe  that  the 
independent  retail  trade  is  looking 
for  a  more  flexible  approach." 


US  Boots 
subsidiary 
links  with 
Parke-Davis 

Boots'  wholly  owned  US  subsidiary, 
Boots  Pharmaceuticals  Inc,  has 
entered  into  an  alliance  with  the 
Warner-Lambert  Company 
involving  cardiovascular  drugs. 
Under  the  terms  of  the  agreement 
Warner-Lambert  through  its  Parke- 
Davis  division  would  co-promote 
Boots  congestive  heart  failure 
(CHF)  drug,  Manoplax  and  Boots 
would  co-promote  Warner- 
Lambert's  cholesterol  regulator 
Lopid  in  the  United  States. 
Additional  territory  may  be  added  to 
the  agreement  in  the  future. 

A  new  drug  application  for 
Manoplax  was  filed  with  the  US 
Food  and  Drug  Administration  in 
October  1990,  based  on  clinical 
data  involving  approximately  3,000 
patients  worldwide. 

About  three  million  Americans 
are  diagnosed  with  CHF,  and 
400,000  new  cases  occur  each  year. 

Lopid  had  1990  worldwide  sales 
of  more  than  $370  million. 


Bank  code  is 
toothless 
says  Forum 

Norman  Lamont's  code  of  conduct 
for  banks  dealing  with  small 
businesses  will  lack  teeth,  says  at 
least  one  private  business 
organisation.  The  Forum  of  Private 
Business  says  it  is  disappointed  that 
the  Chancellor  of  the  Exchequer 
has  not  announced  measures  to 
help  small  businesses. 

The  group's  chief  executive, 
Stan  Mendham  said:  "The 
Chancellor's  proposals  lack  the 
teeth  to  prevent  the  banks  using 
their  unfair  bargaining  power  in  a 
code  of  conduct."  The  FPA's 
solution  is  for  banks  to  introduce  a 
written  contract  (C&D  June  29, 
pi  087). 

"Voluntary  codes  of  conduct  will 
simply  allow  the  banks  to  change  to 
suit  themselves  rather  than  their 
customers,"  argues  the  FPB.  The 
Government  investigation  missed 
the  true  problem  by  concentrating 
on  allegations  that  the  banks  were 
not  passing  down  interest  over  base 
rates.  No  evidence  was  found  to 
support  this  allegation,  and 
subsequently  the  Office  of  Fair 
Trading  has  been  asked  to  look  at 
the  treatment  of  small  businesses  by 
banks. 


Ames  are  moving  from  Slough.  From  August  5  they  will  be  at  Bayer 
Diagnostics  UK's  Basingstoke  premises,  the  address  is:  Evans  House, 
Hamilton  Close.  Basingstoke,  Hampshire  RG21  2YE.  Tel:  0256  29181 . 


'Sweet  revenge' 
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Concentration  in 
retail  sector 


Concentration  has  been  the  most 
fundamental  of  all  the  factors 
affecting  the  retail  trade  over  the 
past  30  years.  Meanwhile  during  the 
1980s  Britain  saw  an  un- 
precendented  boom  in  retailing, 
fuelled  both  by  increased  consumer 
wealth  and  a  greater  use  of  credit. 

Retail ing's  share  of  consumer 
expenditure  has,  however,  fallen 
from  around  53  percent  in  1950  to 
just  37  per  cent  last  year.  These 
conclusions  emerge  from  a  report 


on  retail  demographics  produced  by 
Verdict  Research. 

In  the  pharmacy  and  drugstore 
sector  customers  are  still 
predominantly  female,  by  a  factor  of 
around  two  to  one.  For  pharmacies, 
scripts  per  capita  were  relatively 
stable  in  the  early  1980s  though  the 
figures  have  tended  to  rise  over  the 
past  three  years  on  the  back  of  an 
ageing  population  profile. 

Prescription  .costs  have  also 
risen  faster  than  inflation,  with  the 


true  cost  of  prescriptions  rising  13 
per  cent  between  1983  and  1988, 
although  thev  fell  back  in  real  terms 
in  1989. 

Drugstores  have  shown  a  steady 
increase  in  market  share  (excluding 
pharmacy-only  business),  rising 
from  14.3  per  cent  in  1983  to  21.7 
percent  in  1990. 

An  analysis  of  pharmacy  and 
drugstore  sales  for  last  year  shows 
that  drugstores  have  some  34  per 
cent  of  the  toiletries  market,  against 
just  10  per  cent  for  pharmacies 
(excluding  Boots  who  are  regarded 
as  a  large  mixed  business  in  these 
statistics).  In  perfumes  pharmacies 
take  4  per  cent  market  share, 
against  just  1.5  per  cent  for 
drugstores. 


Unwelcome 
move  in  AZT  row 


The  USA's  National  Institute  of 
Health  have  granted  Barr 
Laboratories  a  licence  to  make 
AZT;  the  move  forms  part  of  a 
continuing  attack  on  Burroughs 
Wellcome's  patent  on  the  drug  in 
the  United  States. 

Burroughs  Wellcome  say  the 
recent  actions  of  the  NIH,  a 
government  agency.  are 
unprecendented.  "The  NIH  has  no 
rights  in  these  patents  and  therefore 
it  has  nothing  which  can  be  licenced 
or  sold  to  Barr,"  says  the  company. 

Barr  have  been  trying  to 
challenge  the  patent  for  some 
months,  but  when  they  applied  for 
a  generic  licence  Wellcome  blocked 


Max  Factor  to 
distribute 
Boss  and 
Roma  in  UK 

The  Revlon  group  have  announced 
that  the  distribution  rights  for  Boss 
and  Roma  in  the  UK  will  be  handled 
by  Max  Factor  from  August  1.  The 
move  is  a  result  of  the  sale  of  Max 
Factor  and  Ellen  Betrix  to  Procter 
&  Gamble. 

Revlon  management  will  now 
also  resume  responsibility  for  the 
Charlie  brand  formerly  handled  by 
Max  Factor. 

In  the  UK,  Hilary  Whittaker  has 
been  appointed  general  manager 
for  Revlon  cosmetics  and 
fragrances,  including  the  Ultima  II 
and  Princess  Marcella  Borghese 
brands. 

Charles  of  the  Ritz  will  continue 
under  the  managing  directorship  of 
Teresa  Townsend. 

Charles  of  the  Ritz  and  Revlon 
Sell-in  division  will  continue  to  be 
handled  jointly,  reporting  to  Tony 
Martin,  Revlon  sales  director.  In 
addition  the  sales  force  will  be 
responsible  for  Montana  Parfums. 


the  move  with  a  patent  protection 
suit. 

Barr  claim  they  could  make  the 
drug  for  40  per  cent  less  than  the 
Burroughs  Wellcome  price,  and  are 
challenging  the  company's  patent  in 
the  American  courts  on  behalf  of 
NIH.  Barr  is  claiming  that  the  NIH 
is  the  co-discoverer  of  AZT  as  it 
conducted  preliminary  tests  on  the 
drug. 

Burroughs  Wellcome  are 
putting  up  a  robust  defence  of  their 
patents. 

In  a  statement,  the  company 


Cheque  card  lottery 

Sales  assistants  who  capture 
cheque  cards  which  have  been 
used  fraudulently  will  be 
automatically  entered  in  a  £500 
monthly  lottery.  This  is  on  top  of 
the  £50  reward  they  currently 
receive  from  the  banks  and 
building  societies.  The  draw,  run 
by  the  Association  for  Payment 
Clearing  Services,  began  in  May 
and  will  continue  through  to 
December.  The  new  incentive  has 
been  introduced  against  a 
background  of  increasing  cheque 
card  fraud.  Losses  to  financial 
institutions  in  1990  totalled  £28.5 
million  —  an  increase  of  25.4  per 
cent  over  1989. 

Cossack  acquisition 

Carter  Wallace  have  acquired  the 
Cossack  range  of  men's  grooming 
products  from  Reckitt  &  Colman 
Products  Ltd,  and  will  be  selling 
and  distributing  the  range  with 
immediate  effect. 

Printing  Service 

A  low  cost,  rapid  printing  service  is 
being  offered  to  pharmacists  by 
Stone  Cross  Printing.  The 
company  produces  a  range  of 
patient  advice  leaflets  which  can 
be  personalised  for  the  individual 
pharmacy.  Leaflets  include  advice 
on  eye  drops  and  ointment, 
suppositories,  pessaries  and 
malaria  treatment.  As  an 
introductory  offer  SCP  are  offering 
10,000     of     the  National 


says  the  latest  move  by  the  NIH 
"reflects  an  unwise  intrusion  by 
government  into  a  lawsuit  pending 
between  Barr  and  Burroughs 
Wellcome. 

"Burroughs  Wellcome  is  the 
sole  patent  holder  and 
manufacturer  of  AZT  in  the  United 
States  and  vigorously  disputes  the 
NIH  position  that  others  should  be 
listed  on  the  patent." 

The  company  says  Burroughs 
Wellcome  scientists  were  the  first  to 
conceive  of  the  use  of  the 
compound  AZT  for  the  treatment  of 
HIV  infection  in  humans. 

"It  is  hard  to  see  how  AIDS 
patients  or  any  patient  group  would 
benefit  if  hindsight  patent 
challenges  such  as  those  facing  AZT 
inhibit  co-operation  and  future 
research." 


Pharmaceutical  Association's 
leaflet  on  prescription  collection 
services  for  £99.10.  Details  are 
available  by  calling  0992  587388  or 
writing  to  SCP,  Freepost,  Hertford 
SG141BR. 

Medielite  address 

The  new  address  and  telephone 
number  for  Medielite  are:  Belvue 
Business  Centre,  Units  16/17 
Belvue  Road,  Northolt,  Middlesex, 
UB5  5QQ;  tel:  081-841  4144,  fax: 
081-841  8390. 

Tudor  venture 

Tudor  Photographic  has  formed 
an  association  with  Alchem  Photo 
Chemistry  International  Ltd,  a 
photochemical  manufacturer  in 
Leighton  Buzzard.  Tudor  say  this 
will  now  be  able  to  offer  photo- 
chemicals  compatible  with  all 
processes.  Tudor  Photographic. 
Tel:  081-450  8066. 

Unipostill 

The  Unipos  till  unit  is  an  IPC  POS 
supplied  by  IPL  of  Preston,  and  its 
IBM  compatible  8086  processor  is 
an  Intel  8088  (last  week,  p122). 

Original  Additions 

Correction:  Original  Additions 
(Beauty  Products),  who  have 
acquired  the  Eylure  brand  from 
Eylure  Nobel,  will  not  be  changing 
their  name  (C&D  last  week);  they 
will  continue  to  trade  as  Original 
Additions.  However,  Eylure  Nobel 
will  be  changing  their  name  to 
Nobel  Consumer  Goods. 


Roche  to  pay 
$300m  for 

PCR 
technology 

Roche  are  acquiring  the  rights  to 
the  polymerase  chain  reaction 
(PCR)  technology  from  the  Cetus 
Corporation  of  California.  In  a 
series  of  deals,  Cetus  will  receive 
$300  million  cash  plus  royalties  of 
up  to  $30m.  The  agreement  is 
subject  to  approval  by  Cetus 
shareholders  and  by  government 
authorities. 

At  the  same  time  Roche  plan  to 
form  a  strategy  alliance  with  the 
Perkin-Elmer  Corporation  of 
Connecticut.  Certain  of  the  PCR 
rights  will  be  licenced  exclusively  to 
Perkin-Elmer. 

Roche  intend  to  develop, 
manufacture  and  distribute 
instruments  and  reagents  for  all 
PCR  application  s  in  the  in  vitro 
human  and  animal  markets.  With 
this  in  mind  the  company  will 
consolidate  its  PCR  business  into  a 
separate  operational  unit. 

Roche  have  been  working  on 
the  development  and  commercial 
applications  of  PCR  for  AIDS,  Lyme 
disease  and  tuberculosis  for  over 
two  years.  They  will  acquire  all 
rights  to  Cetus  research  on  the  long- 
term  effects  in  cancer,  forensics, 
genetics  and  infectious  diseases. 

PECI,  a  joint  venture  company 
owned  by  Cetus  and  Perkin  Elmer 
to  commercialise  PCR  technology, 
will  be  dissolved  on  completion  of 
the  transaction. 


Coming  events 


Herbal 
medicine 

The  college  of  Herbs  and  Natural 
Healing  is  running  a  master 
herbalist's  course  which,  it  says,  is 
recognised  by  the  British  Medical 
Association. 

The  residential  course  will  take 
place  between  August  14-27.  In 
addition,  the  College  offers  a 
doctorate  in  herbal  medicine, 
advanced  herbal  courses  and  self 
healing  workshops. 

A  brochure  containing  full 
details  of  courses  is  available  from 
The  College  at  25  Curzon  Street, 
Basford,  Newcastle-under-Lyme, 
Staffordshire  ST5  0PD.  Tel:  0782 
717383. 

Advance  information 

New  skills  in  healthcare  selling. 

Conference  with  workshops,  surveys, 
panel  discussions  and  exhibition, 
Bournemouth,  September  11-13. 
Details  from  Michele  Cutler  on  08 1  -878 
8566. 

IBC  Technical  Services  Ltd.  "Strategic 
Alliances"  conference,  London, 
September  16-17.  Details  from  Hilary 
Pendall  on  071-2364080. 
British  Veterinary  Association. 
Annual  Congress  in  Torquay, 
September  1 9-2 1 .  For  details  call  the 
BVA  on  071-636  6544. 
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AGENTS 


FAST  EXPANDING 
SHORTLINE  WHOLESALER 

requires  Agent  for  sales  in  the  South  Manchester/Cheshire, 
Staffs/Derbyshire  areas. 

Only  Agents  with  existing  contacts  need  apply.  No  Messers. 

Apply  in  writing  in  first  instance  to: 
Mr.  D.  Buckley,  34  Westleigh  Lane, 
Leigh,  LANCSWN7  5JE 
ortelephone  0942  679158 


APPOINTMENTS 


COS-MATRIX  LTD 

require 

SALES  AGENT 

(Northern  Ireland) 

Cos-matrix  Ltd  is  a  well  funded  private  company,  its 
major  brand  is  Colorsport'  a  range  of  innovative 
toiletry  items. 
There  are  successful  stockists  in  Northern  Ireland  which 
you  will  be  required  to  build  as  well  as  new  accounts  to 
be  developed. 
Please  write  to  Sally  Jenkins,  Cos-matrix  Ltd 
vale  Road,  Windsor,  Berks  SL4  5NY. 


BUSINESS  FOR  SALE 


FOR  SALE 

Retail 

Perfumery/Cosmetic  Shop 

Lancashire 

£260,000  turnover  (1 990)  G. P.  36.5% 
★  Prime  Location  ★  Excellent  lease  terms 
*  Stockists  of  all  major  Franchises 
This  is  a  well  established  business,  and  outlook  for  growth  is 
excellent,  fully  staffed  by  trained  Manageress  and  Qualified 
Beauticians. 
THIS  IS  A  RARE  OPPORTUNITY 
Owners  are  now  retiring. 
FOR  DETAILS  CONTACT  BOX  NO  C&D  3395 


AGENTS  REQUIRED 

Long  established  and  successful  sunglass  distributor  now  wishes  to 
extend  its  sales  activities  in  the  following  areas. 
London  and  S.E.,  Midlands,  S.  Wales,  N.W.  England,  Scotland 
Independent  Agents  with  good  existing  contacts  in  retail  chemist  trade 
and  similar  outlets  are  invited  to  contact  Dennis  Reay  on 
0424  716308  for  further  details. 


LABELLING  SYSTEMS 


WHAT'S  NEW  FROM  CHEMTEC 


THE  NEW 
ALCHEMIST  2000 
FULLY  FEATURED 
P.M. R.  LABELLING 
SYSTEM  NOW 
GIVES  EVEN 
MORE  VALUE 
AT 

NO  EXTRA  COST. 


WHY  NOT  CALL  ALISON 
FOR  DETAILS 


Q.I.D.S.  Thequick 
intelligent  dosage  entry 
system  which  is  so  clever 

neither  you  nor  your 
locums  need  to  remember 
codes. 

MULTI-USER.  For 

the  busy  dispensary 
ALCHEMIST 2000  comes  in 
multi-user  form  where  you 
can  connect  more  systems 
together  without  com- 
promising our  famous 
speed. 

CHEMTEC  SYSTEMS  LTD. 

Tel  (0772)  622839  or  Fax  622879 


ADDING  FEA  TURES  THA  T  MAKE  LIFE  EASIER. 


Suppliers  of  over  4500  systems 
to  the  Profession  since  iggjj 

I Send  for  your  FREE  videotape  on  our  I            I  Every  JRC  system  carries  a  2-month  I 
EPOS  or  PMR  systems  today'  money-back  Guarantee'  J 

other  system  comes  remotely  near! 


SYSTEMS 


FREEPOST.  PRESTON  F»F»S  6BR       Tel  <0772>  323763 
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OVERTHE  COUNTER 


SHOPFITTINGS 


PHARMACY  TECHNICIANS 


Thinking  of  gaining  a  qualification? 

Come  to  North  East  Surrey  College  of  Technology  for  your 
BTEC  NATIONAL  CERTIFICATE  IN  PHARMACY 
(day-release) 
taught  by  practising  professionals 
The  College  has  an  excellent  reputation  for  science -based  teaching,  and  is 
conveniently  situated  for  rail  and  road  access.  Trains  from  Victoria  or 
London  Bridge  go  to  E  well  East  BR  Station,  and  the  M25  is  less  than  1  Omiles 
away.  There  is  ample  parking. 


For  further  details  contact: 

The  Faculty  of  Science  &  Technology 

North  East  Surrey  College  of  Technology 

Reigate  Road,  Ewell,  Epsom, 

Surrey  KT17  3DS 

Tel:  081-394  3111/3098/3099 


nescot/ 

North  Ea&t  Surrey  Coflege  oi  Technology 


PRODUCTS&SERVICES 


£29  .50  per  week 

could  save  your  business. 

This  is  the  affordable  cost  of  Pharmacy 's  foremost  EPoS  system 
from  Fairscan,  that  could  save  you  lost  profit 
save  you  overbuying 
save  you  lost  sales 
save  you  loss  from  theft, 
save  you  overinvesting  in  stock 
In  fact  could  save  you  more  than  it 
costs!  Fairscan  Business  Master  EPoS 
systems  can  now  supply  the  answer 
whether  you  are  a  small  indepen- 
dent pharmacy  or  multiple  group. 
There's  no  better  time  to  save  your 
business. . .  contact 

'This  cost  is  for  a  single  tilt  pharmacy,  over  "C^l^mc^^-n  *-v«-*  A7A2  OQiOOO 

five  years  using  tlu- Fairscan  Rental  Plan.  rairSCail  Oil  U  /V3  ZO^ZZZ 

Subject  to  status  14a  High  St.  Lyndhurst  Hants  S043  7BD 

Other  options  will  vary  this  figure. 


EXDR.UM 

_STOREFITTERS- 


0626  ■  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 

KING  CHARLES  BUSINESS  PARK,  OLD  NEWTON  ROAD, 
HEATHFIELD,  DEVON,  TQ126UT 


STOCK  FOR  SALE 


5  "0  3  1  8  8  5"0  □  9  5  1  1  " 

BUSINESS 

MASTER 


1»  RETAIL  PROFIT  OPPORTUNITY  fff 


BUSINESS  CARDS 


NEW  SELF-SERVICE  COIN-OPERATED  MACHINE 
PRINTS  50  CARDS  FOR  £3 

IN  STORE  SERVICE  THAT  HAS  YOUR 
~  CUSTOMERS  BACK  FOR  MORE 


jfo.  CARDS,  TICKETS,  MENUS, 

ADVERTISEMENTS,  LASER  PRINTED 

ifr.  USED  BY  BUSINESSES,  SCHOOLS, 
SHOPS,  CLUBS,  HOMES 
TO  SECURE  YOUR  LOCAL  AREA 
GET  THE  FACTS  NOW!  - 
TEL/FAX  0691  70  307 


SPEEDPRINT  -  P.O.  BOX  45    OSWESTRY  SY10  7ZZ 


LI 


URIMPHARM  LTD 


EEC  IMPORTED  PHARMACEUTICALS 


HELPFUL  ADVICE 
TO  PHARMACISTS 


ONE  OF  THE  LARGEST 
PURCHASERS  OF  PI'S 
IN  EUROPE 


i 


URIMPHARM  LTD 


UNIT  A6, 83  COPERS  COPE  ROAD,  BECKENHAM,  KENT,  BR3 1NR. 
TEL:  081-658  2255;  TELEX:  263832;  FAX:  081-658  8680 


To  advertise  in  this  section 
please  contact  Matthew 
Corse  on  0732364422 
Ext.  2472 


MILCO  EIMTERPRISESesti98o 

Increase  your  P.O.R.  Buy  Perfumes  and 
Aftershaves  from 
MILCO.  NATIONWIDE  DELIVERY. 


For  comprehensive  list 
Tel:  081-905  7005 
Fax:  081-952  2336 


1  Cinema  Parade 
Manor  Park  Crescent 
EDGWARE,  Middx  HA8  7LT. 
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Businesslink 


PHARMACIST  MANAGERS 


ROCHFORD,  ESSEX  Manager 
required  for  a  pleasant  semi- 
rural  pharmacy.  Five  day  week. 
Excellent  salary  package.  Tel: 
0702  544104  (day  time)  or  0245 
491754  (after  7.30pm). 

WEYMOUTH,  DORSET  -  Part 
time  manager  required  (three 
days  per  week).  Excellent  sup- 
porting staff  and  working  con- 
ditions. Clearmount  Pharmacy, 
tel:  0305  772272  (day).  0305 
848965  (eves). 

CHELTENHAM  -  Small,  expand- 
ing company  requires  energetic 
pharmacist.  Refitted  branch, 
PMR  and  residential  homes. 
Five  day  week  if  required.  Newly 
registered  or  long  term  locum 
considered.  Ring  (0793)  692824 
(evenings). 


L0CUMS 


SOUTH  DEVON  -  Pharmacist 
locum  required  one  or  two  days 
per  week,  regularly  or  by  arran- 
gement. Denis  Graves,  0626 
863216. 

CENTRAL  BRISTOL  -  Regular 
locum  required  for  three  days  a 


A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


week  for  small  group  of  phar- 
macies. Tel:  0272  245263. 

LONDON,  SOUTH  EAST 
Long  or  short  term  full-time 
locum  required  from  October. 
Newly  registered  considered. 
Good  supporting  staff.  Flat 
available.  Tel:  081-854  8045. 

NORTH  MANCHESTER  - 
Locum  required.  Saturdays  half 
day  each  week  or  full  day  alter- 
nate weeks.  Also  Sunday  locum 
wanted.  Tel:  0706  525283. 


PHARMACIST  ASSISTANTS 


ASHBY-DE-LA-ZOUCH  -  Enth- 
usiastic  second  pharmacist 
required  for  very  busy,  long 
established  pharmacy  in  this 
pleasant  market  town.  Hours 
and  salary  package,  which  may 
include  car,  by  negotiation. 
Phone  Max  Falconer,  0530 
412735. 


PHARMACISTS  (PART-TIME) 


BASILDON/PITSEA  -  Pharm 
acist(s)  required  for  regular 
evenings.  Monday,  Tuesday  and 
Thursday.  Also  Friday  5.30- 
9.15pm.  Tel:  M.  Andrews,  0268 
553374. 


Please  mention  "C&D  Business  Link" 
when  responding  to  advertisements  on  this  page. 


SITUATIONS  WANTED 


LONDON  -  Experienced  phar- 
macist seeks  regular  Saturday 
afternoons.  Tel:  081-876  3106 
(after  7pm). 


FOR  SALE 


KL8   TABLET   COUNTER  - 

Good  condition.  £600  +  VAT. 

Tel:  0228  21440. 
NPA  DEHUMIDIFIER  -  Never 

used,  still  in  original  box.  £200. 

Tel:  052473  2955. 
PRECISA   VISCOUNT  tablet 

counter.    £600.    Tel:  0304 

852696. 

LUMINOUS  MOVING  MESS- 


AGE DISPLAY  -  36  inches 
approx.  Excellent  visibility  in 
daylight,  Used  for  three  months. 
Large  5,000  character  +  20 
memories.  Price  negotiable. 
Tel:  0708  743341. 
PORSCHE  924  LUX  -  Guards 
red.  All  usual  extras,  below 
average  mileage.  Reluctant  sale 
hence  £4,500.  Tel:  0983  522638. 


WANTED 


IMAGE  MICRO  -  Shadow  Soft 
patients  records  program.  Help 
required  from  anyone  who 
knows  the  commands  or  has 
instructions  for  using  the  back- 
up discs.  Tel:  0674  721520. 


Free  once-only  entries  in  "Business  Link"  (maximum  30  words) 
are  restricted  to  community  pharmacy  subscribers  of  Chemist  & 
Druggist.  No  box  numbers  or  trade  advertisements  will  be  permit- 
ted. Acceptance  is  at  the  discretion  of  the  publishers  and  depends 
upon  space  being  available.  Send  your  proposed  wording  to 
"Business  Link",  Chemist  &  Druggist,  Benn  House,  Sovereign 
Way,  Tonbridge,  Kent  TN9  1RW.  Include  your  name,  the  full 
name  and  address  of  your  pharmacy,  or  your  personal  registration 
number,  and  a  day-time  telephone  number.  Alternatively,  leave 
the  details  on  our  special  answering  service. 

PHONE  24  HOURS  ON  0732  359725 


FOR  YOUR  LAST  MINUTE  ADS, 
PHONE  UP  TO  9AM  WEDNESDAY 

(Publication  will  depend  upon  space  availability) 


To:  Business  Link,  Chemist  &  Druggist,  Benn  House,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

PLEASE  COMPLETE  IN  BLOCK  CAPITALS 

Surname  

First  name  

Personal  RPSGB  Registration  Number  

Telephone  number  

Proposed  advertisement  copy  (maximum  30  words)  Pharmacy  stamp 


To  be  included  under  section  heading 

Signed  
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About  people 


Pharmacy  'not 
what  it  was' 


The  rediscovery  of  a  cartoon  of  her 
father,  a  pharmacist  who 
contributed  "Liverpool  notes"  to 
C&D  between  1910-1922, 
prompted  the  following 
reminiscences  from  Muriel  Lomax 
Snape  of  Southport. 

"Memories  spring  to  mind  when 
I  go  into  a  pharmacy  today.  Gone 
are  the  charm  and  beauty  of  the  old- 
style  pharmacy  of  years  ago. 


:4 

This  cartoon  of  Harold  Lomax 
was  drawn  in  1953  at  the 
Coronation  Chemists 
Conference  at  Grosvenor  House 
Hotel,  London,  by  C&D's 
cartoonist  "Hutt",  a  well-known 
figure  at  pharmacy  conferences 
in  those  days 

"My  father,  Harold  Lomax, 
owned  seven  pharmacies  in 
Liverpool  and  I  was  brought  up  in 
pharmacy  life.  I  remember  the 
beautiful  coloured  bottles,  the 
elegant  fixtures  and  the  style  and 
atmosphere  you  no  longer  see  in 
shops  these  days. 

"Being  a  pharmacist  meant  hard 
work  and  long  hours.  Everything 
had  to  be  weighed  and  made  up 
individually.  I  remember  the 
Winchesters  waiting  for  the 
ingredients  to  be  mixed  to  fill  them 
every  day,  ready  for  when  the 
patients  came  in. 

"Pharmacies  closed  at  8pm  on 
weekdays  and  9pm  on  Saturdays  — 
not  always  on  time  if  the  doctor 
started  late.  My  father  often  worked 
till  late,  doing  private  prescriptions 
for  the  many  private  patients  he  had 


to  attend  to. 

"When  I  was  older  I  learnt  to 
pack  pills  in  tiny  boxes,  wrapped  in 
white  dispensing  paper  and 
perfectly  labelled.  Powders,  for 
which  we  had  a  big  demand,  also 
had  to  be  packed.  Bottles  were  filled 
with  castor  oil,  syrup  of  figs,  liquid 
paraffin,  almond  oil  and  many  more 
popular  medicines. 

Own  mixtures 

"Customers  often  brought  their  own 
bottle  and  a  list  of  different 
ingredients  to  be  made  up.  The  huge 
carbouys  on  top  of  the  window  were 
a  landmark  for  all  to  see  and  know  it 
was  a  pharmacy. 

"My  father  was  very  particular 
that  the  finished  article  was  always 
neatly  wrapped  and  sealed  with 
sealing  wax.  Plenty  of  hard  work  and 
pride  was  evident  in  pharmacy  in 
those  days. 

"It  is  sad  to  think  that  this  charm 
and  style  has  gone  in  favour  of  a 
more  modern  way  of  life." 

Any  predictions  how  things  will 
look  in  another  80  years? 


Pharmacist  raises  £5,000 


Pharmacist  Popat  Shah,  of 
Pharmco  Chemist,  Edgware,  raised 
over  £5,000  for  Children  with 
Leukaemia  last  month  with  a 
sponsored  10  mile  walk  involving 
over  100  walkers,  including  six 
pharmacists. 

Mr  Shah's  brother  Chandu 
jogged  all  the  way  to  double  his 
sponsorship  money  and  raise 


To  celebrate  the  Royal  Pharmaceutical  Society's  150th  anniversary,  the 
Welsh  Folk  Museum  at  St  Fagans,  Cardiff,  recreated  a  turn  of  the  century 
pharmacy.  Pictured  at  the  official  opening  are  (left  to  right)  Dr  Eurwyn 
Wilian,  Keeper  of  St  Fagans;  Mrs  Carwyn  Wynne  Howells,  chairman, 
Welsh  Executive;  and  David  Coleman,  RPSGB  president.  The  exhibition 
runs  until  September  2 1 


£1,300,  and  even  his  four  year  old 
son  Amrish  managed  two  miles! 

Mr  Shah,  pictured  above  with 
the  Mayor  of  Barnet,  Leslie  Pym, 
has  been  organising  sponsored 
walks  for  the  past  15  years  and  has 
raised  £165,000  for  various 
charities. 

He  is  now  launching  a  national 
lottery  in  aid  of  a  community  centre 
in  Potters  Bar.  Cash  prizes  of 
£5,000.  £1,000  and  £500  will  be 
drawn  in  January,  and  those 
interested  should  contact  Mr  Shah 
on  081-959  1835. 


APPOINTMENTS 


Frank  Murphy  takes  over  as  group 
company  secretary  for  AAH 
Holdings  with  effect  from  August  1. 
He  replaces  Derek  Hampton,  who 
retires  at  the  end  of  July.  Previously 
Mr  Murphy  was  director  of 
administration  and  company 
secretary  for  AAH  Pharmaceuticals. 

Bristol-Myers  Squibb  Pharma- 
ceuticals have  promoted  Frank 
Dollard  to  senior  director, 
technical  operations.  He  replaces 
Phillip  Wright,  who  has  been 
appointed  vice-president,  technical 
operations  support,  working  in 
Europe  and  South  Africa. 

Lichtwer  Pharma  UK  have 
appointed  Sonia  Job  as  marketing 
assistant.  Ms  Job  joins  from  Barton 
Willmore  Partnership,  an 
architects'  practice,  where  she  was 
information  manager.  The 
company  has  appointed  Peter 
Josling  as  medical  affairs  manager, 
the  key  contact  for  clinical  trials. 
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OFFERS  AVAILABLE 
29.7.91  TILL  16.8.91 

ALL  OFFERS  SUBJECT 
TO  AVAILABILITY  & 
VAT  WHERE  APPLICABLE. 

NOT  AVAILABLE  AT 
OUR  STAINES  BRANCH  - 
WHOLESALERS  NOT  SUPPLIED. 


nurdiN  ^Peacock 


FOR  FURTHER 
DETAILS 
CONTACT 
FREEFONE 

0800  181349 


THREE     PEARS    WHOLESALE    CASH    &    CARRY  LTD 


WE  CA 


SOLVE  YOUR  STOCK  PROBLEMS 


AIRSTRIP  WATERPROOF 


Stockists  of  Toiletries,  Pharmaceuticals,  Fragrances, 
Household  &  Fancy  Goods 


THREE 


PEARS 


A  WINNING  COMBINATION  FOR  BETTER  PROFIT 


Station  Road 
Rowley  Regis,  Warley 
West  Midlands  B65  OJY. 
Tel:  021-559-5351/2  Fax:  021-559-5353 


-  BRANCHES  AT  - 

Phoenix  Road 
Neachells  Lane 
Wednesfield,  Staffs. 
Tel:  W/ton.  733130  Fax:  -W/ton.  722086 


Duddeston  Mill  Trading  Estate 
Duddeston  Mil,  Saltley 
Birmingham. 
Tel:  021-359-7948  Fax:  021-359-8257 


Hffll 


tapruff:  minor 

mptom  or 
major  problem? 


ANTI-DANDRUFF  SHAMPOO 
with  menthol 

CLEARS  DANDRUFF 

RELIEVES  ITCHING 
• 

SOOTHES  IRRITATION  & 
REFRESHES  THE  SCALP 
• 

Cool  Herbal 
Fragrance 


CLEARS  DANDRUFF 

RELIEVES  ITCHING 
• 

SOOTHES  IRRITATION  & 
REFRESHES  THE  SCALP 
• 

COOL  HERBAL 
FRAGRANCE 


WHO  NEEDS  THEM?  •  NEW  ADVICE  FOR  HEAD 
PRODUCT  PROMOTIONS  •  THE  MAKING  OF  A  GOOD  SALESPERSON 
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How  Asilone 

succeeds 
where  others 
don't 


Unlike  products  that  simply  block 
reflux  by  rafting  action,  Asilone  attacks 
the  cause  of  indigestion  and 
heartburn:  excess  acid. 
It  neutralises  gastric  acid  and 
combats  wind,  whilst  gently  soothing 
the  stomach  lining. 

The  balanced  formula  of  Asilone 
Liquid  offers  both  fast  action  and  a 
lasting  effect.  In  addition,  Asilone  is 
extremely  low  in  sodium,  which  makes 
it  suitable  for  people  on  low-sodium 
diets 

This  is  why  so  many  doctors 
prescribe  Asilone.  And  why  it's  the 
leading  pharmacy  antacid. 

Your  recommendation 
for  indigestion 


SUPPLEMENT  TO 

CHEMIST& 
DRUGGIST 

July  27, 1991 

ditor: 

ohn  Skelton,  MRPharmS 
dvertisement  Manager: 
'ranees  Shortland 
ublisher: 

ion  Salmon  FRPharmS 


'ublishedby 
[enn  Publications  Ltd, 

.overeign  Way,  Tonbridge, 
;entTN91RW 
'elephone :  0732  364422  KPIUI 
'elex:  95132  Benton  G  Ji 
acsimile:  0732  361534 


over:  Denorex  from  Whitehall 
idling  with  dandruff,  p4 


icounter 

A  CHEMIST  &  DRUGGIST  PUBLICATION  FOR  PHARMACY  ASSISTANTS  VOLUME  3  NUMBER  31  AUGUST/SEPTEMBER  1991 


HAVE  YOU  GOT  ANYTHING  FOR....  DANDRUFF? 


Michael  Maladie  is  back  with  an  itchy,  scaly  scalp  that's  causing  some  embarrassment.  Find  out 

if  your  advice  matches  up 


9 


HORRIBLE  HEAD  LICE! 


Are  you  unwittingly  giving  bad  advice  about  these  irritating  little  insects?  Community 
pharmacist  Jeremy  Clitherow  runs  down  the  up-to-date  information 


14 


MAKING  THE  MOST  OF  PRODUCT  PROMOTIONS 


Designer  Beverly  Fuller  explains  how  national  promotions  and  special  offers  can  provide  a 
handy  focus  for  your  own  window  displays 


19 


VITAMINS -HEALTH  AS  EASY  AS  ABC? 


Vitamin  supplements  are  always  in  the  news  and  are  growing  in  popularity.  Over  the  Counter 
looks  at  the  role  vitamins  play  in  the  diet  and  finds  out  who  might  need  that  little  bit  extra 


22 


BEAUTY  BASICS  ON  BLACK  COSMETICS 


Most  of  the  make-up  you  sell  is  made  with  pale  skin  in  mind.  Over  the  Counter  explains  why 
your  darker-skinned  customers  may  need  something  a  little  bit  different 


24 


SELLING  SKILLS  3  -  THE  MAKING  OF  A  GOOD  SALESPERSON 


Training  consultant  Eric  Hunter  says  that,  in  his  view,  a  successful  salesperson  needs 
persistence,  a  good  attitude,  confidence  and  enthusiasm  to  step  up  the  P.  A.C.E. 


26 


SHOWCASE 


Three  and  a  half  pages  of  the  latest  product  and  promotional  news  as  the  race  for  space  on  your 

shelves  hots  up  this  Summer 


Help! 


£250  to  be  won 

Ten  readers  will  each  win  £25  in  our  lucky  questionnaire  draw 


Tick  the  correct  box  to  describe  how  interesting  you 

It  was  Summer  last  week  —  did  you  spot  it  —  and  while  many  found  each  article 

of  you  will  not  even  have  been  away  on  holiday  yet,  we  at  Over  v        Fair,      Quite  Notatall 

the  Counter  are  beginning  to  turn  our  thoughts  towards 

making  your  monthly  magazine  even  bigger  and  better  next  Dandruff  (page  4) 

year.  Head  lice  (P9)  □         □         □  □ 

Rest  assured  that  we  will  still  be  providing  hard  Display  (pl4)  □         □         □  □ 

information  on  all  sorts  of  OTC  medicines  for  you  to  pass  onto  Vitamins  (pl9) 

your  customers  backed  up  with  new  product  reviews  and  R        Bagics  (  22) 

how-to  beauty  articles.  As  for  the  rest  of  each  issue:  that  s  „  „.        .„  zz  zz 

where  you  come  in.  Selling  Skills  (P24)        □         □  □ 

Instead  of  our  usual  competition  this  month,  we  want  you  Showcase  (p26)  □         □         □  □ 

to  take  a  good  look  at  this  issue,  and  tell  us  what  you  like  about  Verity  (p31)  □         □         □  □ 

it,  and  what  you  don't  like.  You  will  find  all  this  month's  major 

articles  listed  on  the  right,  and  we  want  you  to  rate  them  -  ,  would  a,SQ  Hke  artides  on;  

how  interesting  did  you  find  each  one? 

We '  ve  added  an  open  question  at  the  end  to  give  us  an  idea   

about  what  else  you  would  like  us  to  cover.  And,  as  a  special 
incentive,  the  first  ten  completed  questionnaires  pulled  out 

of  the  sack  at  the  beginning  of  September  will  win  their  

senders  £25  (the  Editor's  decision  is  final). 

So  enjoy  the  issue ,  and  the  rest  of  the  Summer  if  it  ever  Send  completed  questionnaires  to:  Help!,  Over  the  Counter,  Chemist  &  Druggist, 

arrives.  We  will  be  back  in  September.  Benn  House,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW.  Closing  date  for  the  draw 

is  September  2. 


Over  the  Counter  August/September  1991  A  supplement  to  Chemist  &  Druggist 


3 


You  were  just  thinking  you  hadn  't  seen  any  of  the 
Maladie  family  for  a  while  when  in  walks  Michael, 
scratching  his  head.  He  wants  somethingfor 
dandruff 


Michael:  " Please  can  you  give 
me  something  for  this  dandruff. 
It's  a  real  turn  off." 
Assistant:  "You  need  a  medicated 
shampoo  of  some  sort.  How  long 
have  you  had  it?" 
"That's  the  funny  thing.  Only  a 
few  weeks.  I've  never  had  it 
before.  What  could  have  caused 
it?" 

"There  are  a  number  of  theories  to 
explain  dandruff,  though  I'm  not 
sure  that  even  the  experts  know  the 
exact  reason  in  every  case.  It  could 
be  some  kind  of  irritant  reaction, 
so  if  you  've  changed  your  shampoo 
recently,  that  might  be  the  cause. 
Other  people  have  suggested 
dandruff  is  caused  by  a  yeast  that 
lives  on  the  scalp.  In  most  people ' 
there  are  no  problems,  but  in  some 
it  causes  the  skin  cells  to  be  lost 
quickly. 

"I  haven't  changed  my  shampoo, 
so  I  guess  I'm  just  unlucky, 
right?" 

'  'It  looks  that  way,  but  we  have 
plenty  of  different  soris  of  shampoo 
that  can  help.  How  severe  is  the 
dandruff? 

"I  can't  wear  dark  clothes.  It's 
so  embarassing. 
'  'Is  it  all  over  your  head? 
"Yes,  why?" 

'  7  just  wanted  to  make  sure  it  is 
dandruff  and  not,  say  eczema  or 
psoriasis  —  they  tend  to  be 
patchy. 

"I  thought  perhaps  I  could  just 


use  an  anti-dandruff  shampoo, 
but  I've  been  told  that  you  get 
'hooked'  —  you  have  to  keep 
using  the  same  one  or  the 
dandruff  comes  back  ten  times 
worse." 

"That's  not  true.  Think  about  it . 
If,  as  the  experts  suggest,  dandruff 
is  a  reaction  to  something  that 
usually  lives  on  the  scalp,  there 's 
no  real  'cure',  so  it's  not  really  a 
clever  marketing  trick.  " 
"OK,  so  what  do  you  have?" 
"The  first  thing  you  should  do  is 
shampoo  your  hair  a  little  more 
regularly,  but  it  makes  sense  to  use 


a  medicated  shampoo  if  you  are 
not  doing  so  already.  And  try  not 
to  use  a  hairdryer  close  to  the  scalp 
as  overdrying  can  make  things 
worse.  Does  it  itch?". 
"Yes." 

'  'Perhaps  you  should  consider  one 
of  the  coal  tar  shampoos  then. 
Coal  tar  is  thought  to  reduce  the 
rate  at  which  skin  cells  divide,  but 
is  very  good  at  damping  down 
itching  too. 

"OK.  You've  sold  me  on  that 
idea.  Which  do  you 
recommend?" 
"I  myself  use...  " 


Further  information 

The  outer  cells  of  the  skin 
surface  —  medically  known  as  the 
stratum  corneum  —  are 
constantly  being  worn  away.  In 
dandruff,  instead  of  cells  falling  off 
singly,  they  do  so  in  large  clumps 
or  flakes. 

The  yeast  Pityrosporum  ovale 
seems  to  be  important  in  some 
cases,  and  the  success  of  some 
antimicrobial  shampoos  suggests 
dandruff  is  an  infection  of  some 
sort.  Other  theories  suggest 
dandruff  is  a  reaction  to  an 
irritant,  which  causes  the  cells  of 
the  scalp  to  divide  faster,  or  that 
dandruff  is  a  reaction  to  the  oily 
selbum  produced  by  the  scalp. 
This  latter  theory  might  explain 
why  dandruff  often  starts  in  the 
teenage  years,  when  sebum 
production  rises. 

The  two  most  important 
antimicrobial  ingredients  are  zinc 
pyrithione  and  selenium  sulphide 
and  they  will  be  found  in 
shampoos  ranging  from  the 
common  TV  advertised  brands 
through  to  the  more  medically 
orientated  brands  on  the 
pharmacy  shelves. 

Coal  tar  and  its  various 
derivatives  are  found  in  many 
dandruff  shampoos.  They  are 
widely  used  in  scaling  skin 
conditions  as  the  coal  tar  appears 
to  reduce  skin  shedding. 


For  all  scaly 
scalp  conditions 

f  A  lightly  fragranced  formula 
wkh  the  strength  of  coal  tar. 
v  Does  not  stain  the  skin, 
clothes  or  hath. 
t  Leaves  the  hair  shiny  and 
easy  to  manage. 

ALPHOSYL 

SHAMPOO 
The  effective  scalp  treatment  in  a  cosmetic  shampoo. 


Some  anti-dandruff  products 

Product 

Main  ingredients 

All  Clear 

piroctamol 

Alphosyl  shampoo 

coal  tar,  allantoin 

Baltar  shampoo 

coal  tar 

Denorex 

coal  tar,  menthol 

Genisol 

coal  tar,  undecylenic  monoalkylolamide 

Head  and  Shoulders 

zinc  pyrithione 

Lenium 

selenium  sulphide 

Polytar  liquid 

coal  tar 

Selsun 

selenium  sulphide 

T/Gel  shampoo 

coal  tar 

Vosene 

coal  tar,  thymol 

Shampoos  with  anti-dandruff  variants 

Dimension 

Palmolive 

Timotei 

Wash  &  Go 
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Eleven  million  women 
need  your  help! 

Period  pain  and  severe  headache  or  migraine  are  probably  the  two  most  common  feminine  pain  problems  which  you 
will  be  asked  about  on  a  regular  basis.  Now,  from  Nicholas  Laboratories,  there  is  a  range  of  pain  relievers  aimed 
specifically  at  women  to  help  them  cope  with  these  problems. 


According  to  recent  consumer  research 
carried  out  by  Nicholas  Laboratories, 
approximately  8.4  million  women  of 
menstruating  age  (about  60  per  cent  of 
women  aged  10-45  years)  and  about  3 
million  women  aged  18-50  (about  22  per 
cent  of  this  group)  in  the  UK  suffer  from 
period  pain  and  migraine  respectively  on  a 
regular  basis. 

Self-medication  trend  grows 

This  research  also  revealed  figures  relating 
to  the  growing  trend  towards  self- 
medication,  as  sufferers  increasingly  move 
away  from  GP  consultation  for  such 
problems.  According  to  this  data, 
approximately  84  per  cent  of  period  pain 
sufferers  and  90  per  cent  of  female  migraine 
sufferers  take  an  OTC  remedy  to  relieve  the 
pain  and  other  associated  symptoms  they 
experience. 

This  means  that  you  may  often  be  asked 
by  period  pain  and  migraine  sufferers  to 
recommend  an  effective  pain  reliever. 

Yet  according  to  Nicholas  Laboratories, 
no  one  has  developed  a  single  range  of 
trusted  feminine-specific  pain  relief  products 
designed  specially  to  deal  with  these 
problems.  That  is  until  now. 


The  Nicholas  solution 

This  month,  Nicholas  is  taking  a  series  of 
initiatives  to  extend  its  well-established 
heritage  in  feminine  pain  relief  into  a  broader 
market,  building  on  the  Feminax 
understanding  of  period  pain.  Initially,  this 
will  comprise  two  products  —  a  new  look 
Feminax  and  a  new  migraine  reliever, 
Femigraine,  designed  to  appeal  specifically 
to  women. 


Period  pain  and  Feminax 

Period  pain  or  dysmenorrhoea  is  different 
because  it  has  specific  problems  associated 
with  it  —  severe  pain  spasms  and  cramps  in 
the  lower  abdomen,  backache,  headache  and 
a  general  tired  feeling.  The  pain  normally 
starts  with  the  menstrual  flow,  or 
immediately  prior  to  it  and  generally  lasts  for 
a  few  days.  It  is  caused  by  abnormal 
muscular  activity  in  the  uterus,  coupled  with 
a  change  in  the  blood  flow,  spasms  of  the 
uterus  arteries  and  a  shortage  of  blood  to  the 
muscles. 

For  these  reasons  a  specially  designed 
period  pain  reliever,  can  offer  advantages 
over  a  general  analgesic,  which  sufferers 
may  often  reach  for  as  the  first  available  pain 
reliever. 

Unlike  a  general  analgesic,  Feminax  has 
been  specifically  formulated  with  a  unique 
three-way  action  which  helps  period  pain 
sufferers  combat  the  range  of  symptoms 
associated  with  period  pain.  Easy-to-swallow 
Feminax  tablets  contain  a  combination  of 
ingredients;  paracetamol,  codeine,  caffeine 
and  hyoscine  hydrobromide.  Feminax 's 
special  formulation  can  help,  therefore,  with 
the  worst  discomforts  of  period  pain,  by 
quickly  easing  aches  and  pains,  relieving 
stomach  cramps  and  help  you  over  that  tired 
feeling. 

Migraine  and  Femigraine 

Although  migraine  is  not  just  a  feminine 
complaint,  twice  as  many  women  suffer  from 
migraine  as  men.  Some  80-90  per  cent  of 
sufferers  experience  "common"  migraine, 
in  which  the  person  will  have  no  warning 
signs  of  an  impending  attack.  In  this  case  the 


headache  begins  suddenly,  often  in  one  of 
the  eyes.  Some  people  however,  experience 
"classical"  migraine  in  which  the  sufferer 


will  have  a  warning  sign  or  "aura",  that  can 
last  from  15  minutes  to  an  hour  before  the 
onset  of  the  headache. 


Migraine  attacks  can  last  for  up  to  three 
days  and  are  often  accompanied  by  a 
nauseous  feeling,  diarrhoea  and  disturbed 
vision.  Causes  of  an  attack  may  include 
stress,  certain  types  of  food  or  alcohol, 
changes  in  the  body's  hormone  levels  and 
visual  disturbances. 

Importance  ol  rapid  relief 

Migraine  is  often  called  "the  worst  form  of 
headache  imaginable"  and  in  many  cases  can 
disrupt  the  lives  of  sufferers  due  to  the 
sometimes  debilitating  pain.  Rapid  relief  of 
symptoms  is  therefore  a  priority  to 
sufferers. 

During  a  migraine  attack  the  body's 
system  can  slow  down  and  nausea  is  often 
present  which  means  that  medicines  are  not 
easily  absorbed.  It  is  therefore  important  in  a 
migraine  attack  to  take  a  medicine  which  can 
be  absorbed  quickly,  so  that  it  can  get  to 
work  fast .  Soluble  products  are  particularly 
good  in  this  respect  as  the  active  ingredients 
are  already  dissolved  and  therefore  the  body 
can  absorb  them  very  quickly. 

A  new  solution 

New  Femigraine  is  the  only  specific  soluble 
migraine  reliever  available  over  the  counter, 
without  a  doctor's  prescription.  Femigraine, 
with  its  double  action  formula,  has  been 
specially  developed  to  offer  fast,  effective 
relief  from  the  symptoms  of  migraine 
headache  and  nausea.  It  contains  a  unique 
combination  of  powerful  ingredients  to 
quickly  relieve  pain  and  headache,  reduce 
nausea  and  prevent  vomiting.  Because 
Femigraine  tablets  dissolve  in  water  to  form 
a  clear,  lemon-flavoured,  lightly  effervescent 
drink,  the  active  ingredients  are  totally 
dissolved  and  are  quickly  absorbed  by  the 
stomach  which  means  Femigraine  works 
fast. 

For  maximum  effectiveness,  Femigraine 
should  be  taken  as  soon  as  the  sufferer  feels 
an  attack  coming  on  —  even  before  the  pain 
starts.  It  is  important  to  take  Femigraine 
before  the  attack  sets  in,  because  as  the 
attack  progresses  the  body's  systems  slow 
down  and  the  degree  of  nausea  increases,  it 
then  becomes  harder  for  the  stomach  to 
absorb  the  anti-nauseant  and  pain  reliever.  It 
will  also  be  increasingly  difficult  to  swallow 
any  form  of  medicine. 

The  range  working  together 

Both  Feminax  and  Femigraine  will  be 
presented  in  distinctive,  bright,  new 
packaging,  designed  to  reflect  the  medicinal 
values  of  the  products  while  creating  a  range 
synergy  and  an  empathetic,  clearly  feminine 
context.  To  ensure  awareness  and  maximise 
product  impact  in  store,  the  launch  package 
will  include  attractive  point  of  sale  material, 
including  consumer  information  leaflets. 

The  launch  will  be  backed  by  advertising 
and  promotional  activity  including  an 
educational  press  campaign  for  Feminax  and 
a  heavyweight  press  campaign  for 
Femigraine,  plus  the  launch  of  two  new 
consumer  booklets:  "Bodyworks"  gives 
advice  to  teenagers  about  puberty  and 
periods  and  "Managing  migraine"  gives 
advice  about  coping  with  migraine. 

Nicholas  Healthcare  believes  Feminax 
and  Femigraine  will  give  women  confidence 
in  taking  more  responsibility  for  maintaining 
their  own  health,  by  providing  a  range  of  pain 
relievers  specifically  formulated  for  feminine 
pain. 

Feminax  20s  are  available  retail  at  £1.75 
and  Femigraine  16s  at  £3.29. 
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Lyclear  Creme  Rinse  Prescribing  Information 

Presentation  Each  59ml  bottle  of  Lyclear  contains  l%w/w  permethrin  plus  20%  w/w  isopropanol  inacreme-rinse  base.  Uses  For  the  treatment  of  head  louse  (Pediculus  humanus 
capitis)  infections.  Dosage  and  Administration  Adults  and  children  over  2 years: Shampoo  hair  as  normal,  rinse  and  towel  dry  Shake  the  bottle  thoroughly  and  apply  enough  Ly<  leal 
to  saturate  the  hair  and  scalp.  Leave  on  the  hair  for  10  minutes,  then  rinse  thoroughly  with  water  and  dry  in  the  usual  way.  Contra-indications,  warnings,  etc.  Conlra-indicalions: 
Hypersensitivity  to  permelhrins,  other  synthetic  pyrethroids.  pyrethrins  or  chrysanthemums.  Precautions:  For  external  use  only.  Wear  gloves  for  multiple  applu  at  ions.  Only  use 
in  children  under  2  years  under  medical  supervision.  Use  in  pregnancy  only  if  potential  benefit  outweighs  the  possibility  of  unknown  risks.  Side-  and  adverse  effects:  Adverse 
reactions  are  infrequent,  mild  and  transitory,  and  are  usually  also  symptoms  of  head  louse  infection.  Basic  NHS  Cost:  tl.68.  Legal  Category  |P|  PL3/0252. 
Further  information  available  on  request.  The  Wellcome  Foundation  Ltd.,  Crewe,  Cheshire  CW1  1CB.  Lyclear  is  a  Trade  mark. 


Wellcomi 


LYCLEAR, 

Permethrin 

A  single  10-minute  treatment 

for  head  lice. 


Eradicating  head  lice  hasn't  always  been  easy 
or  pleasant.  But  now  Wellcome  can  offer  you 
Lyclear  Cream  Rinse. 

Based  on  the  tried-and-tested  permethrin 
compound,  Lyclear  is  highly  effective  as  a 
single  application  creme  rinse,  and  used  as 
easily  as  a  normal  hair  conditioner. 

In  fact,  just  one  ten  minute  Lyclear 
treatment  is  sufficient  to  kill  lice  and 
eggs,  with  the  comparative 
effectiveness  of  either  a  2  or  12  hour 
malathion  application.  What's  more, 
Lyclear's  strong  residual  capacity  can 
protect  against  reinfection  for  as 
long  as  6  weeks  after  use. 


M  I.I  \l< 


*99%  overall  cure  rate  after  one  week. 

Although  highly  effective,  Lyclear  has  a  pleasant 
smell,  is  unlikely  to  cause  eye  irritation,  has  low 
potential  for  toxicity  or  allergic  reactions,  and  is 
biodegradable. 

With  its  recognised  cosmetic  advantages  together 
with  its  proven  clinical  potency,  Lyclear  is  an  ideal 

head  lice  treatment  for  every  member  of  the 
family. 

Lyclear  is  a  head  lice  treatment  you  can 
confidently  recommend  to  be  quick, 
effective,  and  pleasant  to  use. 


EH  I.I  \1( 
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LYCLEAR 

Creme  Rinse 


Kills  head  lice  in  just  one  10-minute  application. 


Jeremy  Clitherow,  a 
community  pharmacist 
in  Knotty  Ash,  Liverpool 
suggests  how  a  little 
collective  action  could 
make  head  lice  infections 
a  thing  of  the  past 

The  words  "  nit "  and  "  louse  " 
have  been  used  as  terms  of 
derision  for  generations. 
Schoolboys  affectionately  refer 
to  their  classmates  as  "nits" . 
Many  an  aggieved  heroine  in 
films  disparages  the  errant 
consort  by  calling  him  a 
"louse".  The  abjectives  "bad" 
and  "lousy"  are  colloquially 
interchangeable. 

None  of  these  is  fair,  and  all 
are  part  of  a  considerable  body  of 
myths  that  surround  the  subject 
of  head  lice.  The  first  major  myth 
to  dispel  is  that  lice  prefer  dirt 
or,  in  fact,  live  on  dirt.  They  do 
not.  If  anything  a  healthy  louse 
would  prefer  clean  healthy  hair 
and  a  clean  scalp.  The  next  myth 
follows  on  from  the  first.  It  is  not 
only  dirty  people  who  catch 
headlice.  Anyone  can. 

Head  lice  feed  exclusively  on 
blood  obtained  from  the  scalp. 
(Note:  the  mouthparts  of  the 
louse  are  so  constructed  that  the 
possibility  of  exchange  of 
ingested  blood  from  the  previous 
host  to  the  present  one  are 
negligible.  AIDS  is  not 
transmitted  by  headlice.) 
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Lice  lifecycle 

The  adult  head  louse  is  a  small 
flattish  insect,  a  little  smaller  than 
a  match  head,  with  six  short  legs. 
At  the  end  of  each  leg  is  a 
comparatively  large  claw  which  it 
uses  to  hold  on  to  the  hairshaft. 
Using  these  claws,  progress 
through  the  hair  is  very  efficient. 
In  contrast,  movement  on  flat 
surfaces  is  both  difficult  and 
inefficient.  Unlike  fleas  and 
winged  insects,  lice  cannot  hop  or 
fly.  Customers  may  still  refer  to 
"  fleas  "  when  they  mean  lice . 
Fleas,  typically  picked  up  from  a 
household  animal,  can  jump 
considerable  distances.  Lice 
cannot. 

The  adult  female  outnumbers 
her  male  counterpart  four  to  one. 
After  finding  a  suitable  partner 
she  mates.  Lice  live  and  eggs 
hatch  best  at  31  °C ,  our  skin 
temperature,  so  to  give  her 
offspring  the  optimum  survival 
chance  and  to  avoid  detection, 
the  female  attaches  the  egg  to  a 
hairshaft  as  close  as  possible  to 
the  scalp  of  the  host.  At31°C 
most  eggs  will  hatch  in  one  week. 

If  attached  further  from  the 
scalp  or  in  areas  of  sparse  hair, 
the  ambient  temperature  will  be 
much  less.  At  22°C,  for  instance, 
eggs  take  16  days  to  mature  and 
the  survival  ratio  goes  down  to 
only  one  in  ten. 

Lice  eggs  are  scalp  coloured 
while  live  and  unhatched.  Nits  are 
the  empty  egg  shells  left  after  the 
egg  has  either  hatched  or  died. 


They  are  greyish-white  and 
easier  to  see. 

The  exit  hole  from  the  egg 
case  is  smaller  than  the  body  of 
the  new  louse  and  so  it  takes 
considerable  wriggling  and 
squeezing  for  the  occupant  to 
leave  the  shell.  The  use  of  so 
much  energy  demands  nutrition 
—  immediately.  Interestingly 
once  hatched  the  young  head 
louse  can  change  colour  to 
resemble  the  hair  on  the  head  on 
which  it  is  living.  This  chameleon 
like  feat  it  can  do  only  once  —  it 
seems  to  lose  this  power  so  if  it 
moves  to  a  different  head  it  is 
more  conspicuous. 

Head  lice  live  entirely  on 
blood,  attaching  themselves 
firmly  to  several  hairshafts  for 
anchorage  and  then  piercing  the 
host  scalp  with  a  modified 
mouthpart  similar  to  a 
hypodermic  needle.  To  combat 
detection  and  blood  clotting,  the 
louse  first  injects  a  small  sample 
of  its  saliva  containing  a  local 
anaesthetic  and  an  anticoagulant. 
It  then  sucks  up  the  blood  and 
feeds,  repeating  the  process  five 
times  a  day.  The  life  expectancy 
of  a  healthy  and  non-treated  head 
louse  is  up  to  40  days.  Without 
food,  the  louse  rapidly  ails  and 
dies. 

Lice  move  between  heads  on 
prolonged  contact.  Because  they 
live  at31°C  ,  a  "bridge"  of  warm 
hair  needs  to  form  between  their 
two  heads  before  the  lice  move 
across.  In  fact,  this  explains  why 
short  haired  people  are  more 


likely  to  get  a  lice  infection.  In 
contact  between  short-haired 
people,  these  warm  bridges  form 
quicker  as  there  is  less  hair  to 
warm  up,  providing  more  chance 
for  the  lice  to  move  across. 

Tell-tale  signs 

Proof  of  infection  —  the  word 
"infestation"  should  no  longer  be 
used  —  is  clearcut  if  a  sample  of 
live  lice  is  spotted  on  the  scalp, 
but  being  scalp-coloured  and 
fairly  efficient  movers  this  can  be 
difficult.  To  add  to  the  problem, 
immediately  after  feeding  the 
ingested  blood  adds  a  little  colour 
to  the  parasite. 

The  next  best  sign  is  the 
presence  of  viable  eggs,  attached 
to  hair  shafts,  close  to  the  scalp. 
An  itching  scalp  could  mean 
something  or  nothing.  Head  lice 
do  not  cause  itchiness  generally, 
as  this  would  betray  their 
presence,  and  provoke 
retaliatory  action  from  the  host. 

The  position  of  the  egg  case 
can  give  an  immediate  guide  to 
the  duration  of  the  infection.  Hair 
grows  at  approximately  1cm  per 
month.  As  the  mother  louse 
attaches  her  eggs  as  closely  to 
the  scalp  as  possible  for  warmth 
and  protection,  the  distance  from 
the  scalp  to  the  attached  egg  case 
in  centimetres  equals  the  duration 
of  infection  in  months.  Variable 
distances  mean  continued  or 
perhaps  re-infection. 

Isolated  treatments  without 
continued  on  plO 
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continued  from  p9 

total  community  lice  eradication 
will  inevitably  produce  re- 
infection and  many  of  the  theories 
of  the  development  of  resistance 
can  be  fairly  attributed  to  failure 
in  contact  tracing  and  community 
eradication  treatment. 

Eradication  in  theory 

Even  if  we  were  successful  and 
eliminated  all  the  lice  on  one  head 
and  did  nothing  else,  we  would 
have  wasted  our  time  and  effort. 
Even  assuming  all  of  those  lice 
were  dead,  what  of  their  eggs? 
The  lice  would  have  mated 
between  every  laying  and 
deposited  something  of  the  order 
of  eight  eggs  every  night.  So,  if 
the  action  taken  kills  only  the  lice 
but  leaves  the  eggs,  and  the  eggs 
are  likely  to  hatch  in  7-9  days,  it 
makes  sense  to  use  a  product 
which  will  kill  both  lice  and  eggs. 
To  do  otherwise  will  inevitably 
produce  re-infection. 

It  follows  that  if  all  the 
members  of  a  family  are  treated 
simultaneously,  the  problem  in 
that  household  will  be  removed. 
And  if  we  were  to  synchronise 
every  household  in  the  country 
and  every  member  of  every 
family  were  to  treat  their  hair 
with  an  approved  product,  we 
could  eliminate  headlice, 
nationally  overnight. 

Regional  health  authorities 
publish  their  insecticide  policies 
every  so  often.  The  instructions 
given  are  to  the  effect  that  until 
further  notice  the  recommended 
product  is  malathion  or  carbaryl 
or,  in  some  cases  one  of  the 
newer  agents  launched  last  year, 
phenothrin  or  permethrin.  At  the 
end  of  that  period,  the  product  of 
choice  rotates. 

Contact  tracing  is  important. 
If  there  is  an  infected  focal 
person,  he  or  she  will  re-infect  all 
the  people  with  whom  he  or  she 
comes  into  contact.  The  best 
method  of  detection  is  to  write 
down  all  the  social  contacts  over 
the  last  two  to  three  months, 
where  direct  head  contact  lasting 
over  a  minute  is  possible,  this 
may  mean  holidays,  scout  camps, 
visits  to  grandparents  and  so  on. 
On  this  list  will  be  the  probably 
unsuspecting  contact. 

There  is  no  stigma  associated 
with  catching  flu.  So  why  should 
there  be  shame  in  catching  head 
lice?  The  guilt  should  be  in  having 
them,  knowing  about  it,  and  not 
telling  all  the  people  you  might 
have  infected. 

Eradication  in 
practice 

A  drastic,  but  effective,  method 
of  delousing  is  to  shave  the  head 
—  no  hair,  no  lice.  Prisoners  of 
war  were  treated  this  way.  It  is 
cheap  and  effective,  but  not 
aesthetically  pleasing  to  most  of 
us. 

Another  method  is  to 
physically  destroy  the  lice.  Their 


Tracey  Hughes,  a  pharmacy  assistant  at  Ogle 's  Chemist,  Worcester, 
receives  tickets  for  a  three  night  stay  in  Paris  from  Bob  Saunders, 
local  sales  representative  forNapp  Laboratories,  as  winner  of  the 
'  'Headlice  Challenge ' '  competition ,  which  ran  in  the  April  issue  of 
Over  the  Counter.  Tracey  will  be  taking  husband  Stuart  on  the 
holiday  at  a  luxury  four  star  hotel 


six  legs  are  quite  fragile  and  are 
easily  broken  off  by  a  comb.  A 
louse  with  a  broken  leg  will  not 
survive.  Running  the  fingers 
through  the  hair  may  be  enough, 
but  is  not  anything  like  as 
effective  as  an  ordinary  comb 
vigorously  drawn  through  damp 
hair. 

Of  course,  the  mainstay  of 
treatments  are  insecticides.  The 
cuticle  —  outer  layer  —  of  the 
louse  is  fairly  thin  and  since  the 
diet  of  the  parasite  is  100  per  cent 
liquid,  blood,  it  does  not  need  a 
very  effective  waterproofing 
shell.  These  two  factors  lead  to 
its  downfall. 

Insecticides  are  formulated  as 
a  solution  in  water,  alcohol  or  oil. 
To  kill  the  insect,  the  agent  must 
come  out  of  solution,  cross  the 
cuticle  of  the  parasite  and 
dissolve  in  the  insect's  water  of 
fat  in  a  sufficient  dose. 

The  dose  absorbed  will  be  a 
function  of  several  factors, 
including  the  concentration  of  the 
insecticide  applied  and  the  time  of 
contact.  Clearly  the  stronger  the 
insecticide  applied,  the  more  will 
diffuse  into  the  louse,  and  the 
longer  it  is  applied,  the  more 
effective  will  be  the  treatment.  If 
the  insecticide  kills  the  live  lice 
and  also  penetrates  the  eggs,  so 
much  the  better. 

Shampoo  or  lotion? 

Informed  opinion  suggests  there 
is  little  room  for  a  traditional 
shampoo  formulation.  Say  the 
concentration  of  insecticide  in  a 
shampoo  is  a  nominal  5  per  cent. 
When  it  is  applied  to  wet  hair  it  is 
immediately  diluted.  How  long 
does  it  take  to  shampoo  hair? 
One  minute,  five  minutes 
perhaps,  but  never  20  minutes. 

Compare  that  with  an 
evaporating  alcoholic  lotion.  The 


insecticide  is  dissolved  in  a  spirit 
base.  The  lotion  is  applied  and 
sufficient  rubbed  well  in  to  cover 
all  the  hair.  Body  heat  causes  the 
spirit  to  evaporate,  progressively 
concentrating  the  insecticide  left 
in  solution  until  pure  insecticide 
only  remains. 

Newer  creme  rinse  and  liquid 
formulations  offer  more 
cosmetically-acceptable 
treatment  while  retaining  lice- 
killing  power.  The  formulation  is 
an  emulsion  with  the  insecticide 
in  the  lipid,  oily  phase.  The  water 
phase  wets  the  head  and  skin  and 
the  lipid  phase  wets  the  lice. 

Our  aim  must  be  to  maximise 
the  dose  the  louse  receives  and 
to  ensure  the  contact  time  is 
sufficient  to  fatally  damage  the 
insect's  nervous  system.  If  the 
concentration  of  the  product 
being  applied  is  insufficient,  it 
cannot  work  anyway,  no  matter 
how  long  it  is  left  on,  but  time 
factor  is  common  to  both 
shampoo  and  lotion,  and 
customers  should  be  advised  to 
follow  product  instructions 
carefully. 

Pesticide  residues  often  give 
cause  for  concern.  But  consider 
this:  in  any  one  period  in  which 
100,000  people  die  from  smoking 
related  disease,  10,000  will  die  in 
road  traffic  accidents,  1 ,000  in 
alcohol  related  accidents,  100 
from  drowning,  10  from  lightning 
strikes  and  one  from  snake  bites. 
But  for  the  last  ten  years,  not  one 
death  has  been  attributable  to 
pesticides.  Having  said  that,  it  is 
true  to  say  that  unnecessary 
exposure  to  insecticides  should 
be  avoided. 

Prevention  of 
infection 

Malathion  does,  admittedly,  have 


some  residual  effect  offering 
lasting  protection,  but  whether  it 
is  of  lethal  value  is  debatable. 
Permethrin's  residual  effect  is 
described  as  a  positive  benefit. 

Long  bushy  hair  makes  it 
more  difficult  for  the  louse  to 
reach  the  scalp  and  feed. 
Theoretically  therefore  a  full 
head  of  hair  is  more  protective 
than  a  crew  cut. 

By  ensuring  every  member  of 
the  community  knows  about  the 
lifestyle  and  habits  of  head  lice 
and  announcing  the  day  upon 
which  we  should  all  use  the 
recommended  product,  we  could 
wipe  out  lice  overnight. 

It  can  happen.  The  Isle  of 
Man  is  a  perfect  example  of  louse 
eradication.  On  a  larger  scale, 
Great  Britain  has  eradicated 
smallpox  and  is  rabies-free. 
Assuming  all  lice  and  their  eggs 
are  killed,  the  only  source  of  re- 
infection would  be  from  visitors. 

An  isolated  louse  deprived  of 
food  dies  very  quickly.  Lice  on 
chairbacks  or  in  hairbrushes, 
therefore,  pose  no  threat  at  all. 
Once  a  louse  leaves  its  host,  it 
begins  to  die.  Therefore,  if  all  our 
residents  de-louse 
simultaneously  and  co-operate  by 
participating  in  a  weekly 
inspection,  the  situation  would 
change  forever.  Schools  used  to 
do  it,  families  could,  whole 
communities  could,  the  nation 
could.  National '  'Stop  the 
Louse"  day  could  rival  National 
No  Smoking  Day.  The  major 
difference  is  that,  in  theory,  we 
would  only  have  to  do  it  once. 

Resistance 

Contact  with  a  non-lethal  dose 
frequently  produces  resistance 
—  the  invader  gets  used  to  the 
insecticide.  Survivors  pass  on  the 
ability  to  survive  to  successive 
generations  who  are  born 
immune  to  the  toxicity  of  the 
pesticide  and  the  bug  is  then  said 
to  be  resistant  to  the  agent.  This 
statement  may  or  may  not  be 
true,  as  alleged  resistance  may 
be  attributable  to  tolerance 
rather  than  true  resistance, 
however  resistance  to  DDT  and 
lindane  is  well  documented. 
Correct  rotation  of  insecticides 
will  help  combat  the  development 
of  resistance. 

Residual  effect 

Some  of  the  applied  insecticide  is 
absorbed  by  the  outer  layer  of 
the  hair  to  give  a  residual  effect. 
If  sufficiently  concentrated,  it  will 
kill  off  visiting  lice  but  it  may  not 
be  toxic  to  the  eggs. 

Shampoos  are  diluted  even 
further  in  the  course  of  their  use 
and  are  applied  for  only  a  limited 
time,  and  therefore  have  a  poor 
residual  effect,  while  that  of 
malathion  is  destroyed  by 
chlorinated  water.  A  visit  to  the 
swimming  bath  will  remove  any 
trace  of  the  protection. 

continued  on  pl2 
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How  do  you  improv 
the  leading  family 
of  head  lice 
treatments? 
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Complete  the  range  with... 

NEW, M 

F>>^LOT 


PRIODERM®&  CARYLDERM* 
Lotions 

Recommend  first  line  in  accordance  with 
health  authority  rotational  policy. 


FULL  MARKS®  Lotion 

In  response  to  expert  demand  -  the  first 
pyrethroid  lotion. 

FULL  MARKS®  Shampoo 

A  simple,  pleasant  alternative  for  those  who 
cannot  tolerate  alcohol  based  lotions. 


LOTION 


Continuing  commitment  to  pharmacy  support 
and  consumer  education  with  sales  force 
back-up,  videos  and  information  leaflets. 

*FULL  MARKS  Lotion  contains  phenothnn  0.2%  w/v  in  an  aqueous-alcohol  base 

QNAPf)  Consumer  Products  Division.  Napp  Laboratories  Limited, 

^>  *  Cambridge  Science  Park,  Milton  Road,  Cambridge  CfM  4GW 

Member  of  Napp  Pharmaceutical  Group. 

®  NAPP,  FULL  MARKS,  PRIODERM  AND  CARYLDERM  are 

Registered  Trade  Marks.  ©Napp  Laboratories  Limited,  1991 


40  YEARS  EXPERIENCE 

In  head  lice  treatment 


continued  from  plO 

Products  available 

Malathion  is  very  effective.  It 
kills  both  lice  and  eggs.  Carbaryl 
is  also  very  effective  for  the 
destruction  of  lice,  but  is  not  so 
efficient  on  eggs,  and  for  this 
reason  it  is  very  strongly 
recommended  that  carbaryl 
treatment  should  be  applied  twice 
more  at  three  day  intervals. 

Phenothrin  and  permethrin 
are  the  latest  products  to  join  the 
market.  They  are  from  a  group  of 
chemicals  known  at  the 
pyrethroids,  developed  from 
natural  insecticides  found  in 
pyrethrum,  from  the  dried 
flowers  of  the  chrysanthemum, 
the  insect  repelling  quantities  of 
which  have  been  known  for 
hundreds  of  years.  They  have  a 
broad  spectrum  of  activity  and 
low  potential  for  toxicity. 
Peroxides  will  kill  lice.  Cosmetic 
hair  colorants  which  rely  on  the 
oxidising  effect  of  a  peroxide  will 
have  hidden  pesticide  activity. 

Practical 

recommendations 

1 .  The  latest  advice  from  the 
UK's  head  lice  expert  Dr  John 
Maunder,  of  the  Medical 
Entomology  Centre  at  the 
University  of  Cambridge  is  that 
customers  requesting  head  lice 
treatments  should  be  asked  if 
they  are  sure  the  person  the 
remedy  is  for  has  head  lice. 

He  suggests  pharmacy  staff 
should  first  offer  customers  who 
have  not  seen  an  actual  louse  a 
detection  comb  and  only  sell  an 
insecticide  when  they  have 
confirmed  the  insects. 

And,  contrary  to  advice  in  the 
past  to  treat  a  whole  family,  while 
in  a  family  setting  transmission  of 
head  lice  is  more  common,  the 
method  of  transmission  across 
the  warm  "bridges"  means  it 
may  not  have  happened.  Dr 
Maunder  says  only  family 
members  on  whom  head  lice 
have  been  found  should  be 


treated. 

2.  Alcoholic  lotions  should  be 
recommended  in  preference  to 
shampoos,  except  for  young 
children  and  asthmatics.  Do 
remember  that  the  spirit  vapours 
can  trigger  asthma  attacks  in 
susceptible  patients. 

3.  The  hair  should  be  allowed  to 
dry  in  a  warm  airy  room.  If  lotions 
are  used,  naked  flames  and 
hairdryers  must  be  avoided 
because  of  the  risk  of  fire. 

4.  Sufficient  should  be  applied  to 
cover  all  the  hair. 

5.  A  second  treatment  and  even  a 
third  treatment  should  be 
undertaken  to  preclude  re- 
infection by  developing  eggs, 
though  this  may  not  be  necessary 
with  all  treatments. 

6.  The  product  used  should  be 
the  one  currently  recommended 
by  the  regional  health  authority. 
If  this  is  not  known  or  unclear,  a 
"mosaic' '  approach,  in  which 
insecticides  are  rotated  within 


the  shop,  so  customer  A  gets 
malathion,  B  phenothrin  or 
permethrin  and  C  carbaryl  etc, 
will  help  prevent  the 
development  of  resistance. 

Other  lice 

It  should  not  be  forgotten  that 
head  lice  are  not  the  only  lice  to 
feed  off  human  blood.  There  are 
two  others:  crab  lice  (also  known 
as  pubic  lice)  which  are  more 
properly  described  as  the  louse  of 
coarse  body  hair,  will  be  found  in 
pubic  hair,  underarm  hair,  beards 
and  even  the  eyelashes  (the  head 
louse  will  be  found  in  the 
eyebrows),  and  assistants  should 
be  aware  that  not  all  requests  for 
head  lice  treatment  will  be  for  a 
product  to  be  used  on  the  head, 
so  all  customers  should  be 
treated  tactfully! 

Crab  lice  infection  is  even 
more  common  than  head  lice 
these  days  —  despite  the  length 
of  this  article,  head  lice  numbers 


are  said  to  be  the  lowest  ever. 
Transmission  is  chiefly  through 
sex,  but  this  is  not  to  say  that  a 
child  who  is  found  to  have  crab 
lice  is  a  candidate  for  a  child  abuse 
investigation.  Dad's  moustache 
or  beard  or  a  parental  armpit  is 
likely  to  be  the  point  of  contact. 

The  body  louse  is  also  on  the 
increase,  particularly  in  prisons. 
This  louse  is  slightly  different  in 
that  it  lives  in  clothes  and  only 
moves  onto  its  host  to  feed,  so  it 
should  perhaps  more  properly  be 
called  the  clothing  louse.  The 
advent  of  low  temperature 
washing  and  modern  lifestyles 
are  being  blamed  for  the  increase 
in  their  numbers.  High 
temperatures  used  to  kill  the 
louse  and  the  old  pattern  of  once 
a  week  washing,  where  clothes 
were  not  put  straight  back  on 
after  the  wash,  did  much  to 
ensure  that  lice  hatching  from 
eggs  died  before  ever  getting  a 
chance  to  feed. 


Paris  visit  for  winner  Sarah 

Sarah  Hambling  of  Boots  The 
Chemist,  Cardiff,  has  just  come 
back  from  a  luxury  weekend 
break  for  two  in  Paris,  which  was 
part  of  her  prize  as  RoC 
Consultant  of  the  Year  1990. 

As  well  as  a  trip  up  the  Eiffel 
Tower  and  a  stroll  down  the 
Champs  Elysees,  Sarah  visited 
the  RoC  headquarters  in 
Colombes  and  was  taken  on  a 
tour  of  the  RoC  factory  in  Osny 
to  see  the  complete 
manufacturing  process  from  the 
preparation  of  the  raw  materials 
to  the  packaging  of  the  finished 
product. 

Sarah  has  been  working  for 
RoC  for  nearly  four  years .  As 
well  as  the  trip  to  Paris,  Sarah 
won  £500  and  a  trophy.  The 
judging  was  based  on  achieving 
targets,  winning  incentives,  and 
attendance  and  grooming. 

Sarah  is  pictured  outside 
RoC  headquarters  in  Paris. 


Product 

Active  ingredient 

OTC  products  for  head  lice 
Head  lice       Crab  lice    Contact  time  (head  lice) 

Repeat  instructions 

Carylderm  Lotion 

carbaryl  1% 

1S 

is       2  hours  (min)  12  hours  (better) 

Carylderm  Shampoo 

carbaryl  1% 

lS 

is       At  least  5  minutes 

Twice  at  3  day  intervals 

Chnicide  Lotion 

carbaryl  0.5% 

Overnight 

Derbac-C  Shampoo 

carbaryl  0.5% 

IS 

At  least  5  minutes 

Twice  at  3  day  intervals 

Derbac-M  Liquid 

malathion  0.5% 

is  Overnight 

Full  Marks  Lotion 

phenothrin 
0.2% 

IS 

Two  hours  (ininimum) 

Full  Marks  Shampoo 

phenothrin 
0.2% 

At  least  5  minutes 

Once  immediately 

Lyclear  Creme  Rinse 

permethrin  1% 

10  minutes 

Prioderm  Cream  Shampoo 

malathion  1% 

^       At  least  5  minutes 

Twice  at  3  day  intervals 

Prioderm  Lotion 

malathion  1% 

2  hours  (min)  12  hours  (better) 

Suleo-C  Lotion 

carbaryl  0.5% 

(> 

2  hours 

Suleo-C  Shampoo 

carbaryl  0.5% 

At  least  5  minutes 

Twice  at  3  day  intervals 

Suleo-M  Lotion 

malathion  0.5% 

2  hours 

12 
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Display 


We  all  love  a  sales  bargain  or  a  freebee,  but  what  does 
special  offer,  sale,  premium,  free,  trial  sample,  really 
mean?  Beverly  Fuller  explains 


This  month  is  Radox  National  Revitalisatwn  Month,  with  on-pack  offers, 
a  travelling  roadshow,  and  the  relaunch  of  the  herbal  hath  range  (p28). 
Here 's  some  idea  of  things  that  could  be  used  in  a  window  to  pick  up  locally 
on  a  national  campaign 


The  aim  of  any  special  promotion 
is  to  increase  turnover,  move 
merchandise,  clear  unwanted 
stock,  or  introduce  new  products 
and  special  lines.  The  best  place 
to  start  is  with  your  window 
display. 

How  successful  you  are 
depends  on  how  effectively  you 
communicate  with  your 
marketplace  to  bring  in 
customers  and  encourage 
additional  purchases.  Create  an 
attention-grabbing  window 
display  which  will  make  them 
stop  for  a  second  look.  Link  your 
special  promotion  with  local 
publicity  such  as  leaflet 
distribution  and  local  advertising. 
Every  retail  business  in  the  high 
street  has  to  fight  hard  for  its 
market  share. 

Premium  offers 

Some  pharmacy  products  are  not 
really  suitable  for  a  reduced  price 
sale,  such  as  those  run  by  the  big 
stores  with  other  types  of 
merchandise.  However,  there 
are  several  kinds  of  promotion 
which  can  work  well  for  your 
shop. 

Manufacturers'  offers,  for 
instance,  may  include  a  free  gift 
like  a  bathrobe  or  travel  bag 
given  with  specific  purchases. 
These  will  be  promoted  by  the 
company  marketing  them 
through  national  and  local 
advertising  campaigns.  Climb 
onto  their  "bandwagon"  and 
display  the  products  prominently 
in  your  window. 

The  supplier  will  usually 
provide  plenty  of  point-of-sale 
showcards  and  display  material 
for  this,  so  be  very  selective  in 
what  you  use.  Make  sure  it  is 
right  for  your  particular  size  of 
window  space  and  will  not 
swamp  the  other  items  on 
display.  Take  care  to  present  the 
gift  in  the  most  interesting  way 
possible.  If  it  is  a  bathrobe,  drape 
it  over  a  hanger  and  arrange  it 
attractively.  If  it  is  a  bag,  stuff  it 
with  some  packing  to  bulk  it  out 
and  give  it  a  good  shape. 

Multi-pack  economy  buys  are 
very  popular  these  days,  so  why 
not  place  a  display  card  in  the 


window  pointing  out  the  savings 
that  can  be  made  on  such 
purchases.  If  you  have  a  large 
window  use  a  mass  display  of 
economy  packs. 

Live  demos 

If  you  have  room  inside  your 
pharmacy  to  create  a  beauty 
centre,  with  a  demonstrator  if 
possible,  you  can  link  it  with  your 
window  display  which  might 
include  a  manufacturer's  video 
presentation  to  promote  a  whole 
range  of  beauty  products. 
Animation  in  the  window  always 
catches  the  eye,  but  be  careful  to 
position  the  video  screen  so  it  is 


not  in  the  full  glare  of  the 
sunlight. 

In  the  Winter  when  coughs 
and  colds  abound,  arrange  a 
special  display  of  appropriate 
medicines.  An  electronic  moving 
message  sign  in  the  window  adds 
a  bit  of  impact  and  signals  "star 
remedy"  offers.  There  are 
several  different  types  of  sign 
available  and  these  can  usually  be 
hired  for  short  periods. 

Use  the  display  lighting  in 
your  window  to  really  good 
effect  by  highlighting  your  offer 
with  a  spotlight  or  coloured 
lighting.  Add  an  unusual  prop 
which  is  not  normally  associated 
with  a  pharmacy. 


Competitions  and 
loss  leaders 

Instead  of  offering  discounts 
right  across  the  board  on  all 
items  bought,  why  not  introduce 
a  "loss  leader"  in  your  window 
for  a  single  product  and  offer  one 
free  for  every  two  purchased. 
The  word  FREE  in  your  window 
will  usually  call  attention  to  what 
is  on  offer,  but  be  careful  how 
you  handle  this.  Avoid  the  cheap 
"cash  &  carry"  supermarket 
type  of  window  presentations 
with  large  "clearance"  and 
"bargain"  posters  plastered  all 
over  the  window.  This  is  the 
wrong  way  to  compete  in  the 
high  street  and  will  attract  the 
wrong  kind  of  customer. 
Crowding  the  window  with  too 
many  bargain  offers  and  they  will 
cancel  each  other  out  and 
cheapen  your  image.  Much 
better  to  feature  single  offers 
each  time. 

Try  to  be  original  and 
creative  with  your  special  offer 
display  to  tempt  people  inside 
your  pharmacy,  where  spin-off 
sales  can  be  generated.  Don't 
run  the  offer  for  more  than  a  few 
days  at  a  time.  It  is  more 
effective  to  have  a  series  of 
promotions  running  in  sequence, 
rather  than  keeping  the  same 
offer  going  for  weeks  at  a  time, 
as  the  appeal  is  quickly  lost. 

One  other  method  of 
attracting  more  customers  to 
your  shop  is  to  run  a 
competition.  This  could  be  linked 
to  a  supplier's  national 
promotion,  or  you  may  prefer  to 
organise  one  of  your  Ovvn, 
perhaps  highlighting  a  local  event 
or  sharing  in  a  joint  effort  with 
other  local  traders.  Your  window 
can  provide  an  excellent  centre 
of  focus  for  such  an  activity. 

So  go  for  it.  Change  your 
window  display  often.  Keep  it 
fresh  and  interesting  for  the 
regular  shoppers  whom  you  wish 
to  encourage. 


Beverly  Fuller  runs  her  own 
display  design  business  and  is  a 
part-time  lecturer  at  Uxbridge 
College,  Middlesex 
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CLEARINE    EYE  DROPS 


CO 


Roche 


leading 


Roche  have  long  been  regarded 
as  the  world's  leading  authority 
on  vitamins  and  minerals.  Not 
only  do  they  make  products  like 
Redoxon  (the  UK's  leading 
Vitamin  C  supplement), 
Supradyn  and  Berocca,  they  are 
actually  the  largest  manufacturer 
of  vitamins  in  Europe. 

Roche  are  also  the  foremost 
researcher  into  micro-nutrients, 
and  as  such  have  a  knowledge 
and  expertise  that  is  unrivalled. 


Roche 

The  Vitamin 
Counsel 


The  Vitamin  Counsel 

Because  of  the  concern  that 
Roche  felt  about  the  confusion 
surrounding  vitamins  and 
minerals,  they  set  up  The 
Vitamin  Counsel  in  September 
last  year. 

As  a  unique  consumer 
advisory  body,  The  Vitamin 
Counsel's  aim  was  to  give  people 
the  real  facts  about  vitamins  and 
minerals,  along  with  objective 
help  and  advice  on  dietary  needs. 

Roche  have  been  successfully 
doing  this  through  an  on-going 
high  profile  consumer  advertising 
and  PR  programme,  as  well  as 
through  booklets,  leafets  and  fact 
sheets. 

And  in  less  than  a  year,  The 
Vitamin  Counsel  has  enjoyed  a 
tremendous  response:—. 

■  Over  6,000  booklets  requested 
to  date 

■  Over  3,000  requests  for 
additional  information 

■  Excellent  editorial  coverage  in 
consumer  press 

But  being  a  company  that  never 
likes  to  rest  on  its  laurels,  Roche 
are  now  keen  to  bring  their 
expertise  to  the  £138  million 
Dietary  Supplements  market. 


What  if  he  didn' t  like  his  greens? 


Popcye  without  his  spinach?  Unthinkable 
Highly  likely  though 

In  his  early  years  he  probably  couldnt 
stand  the  stuff 

just  like  most  fcidf,  they're  more 
interested  in  mild  shaped  snacks  than 

it  shaped  meats. 

No  wonder  to  many  parent* 

i  to  multivitamin!  to  maee 

:   their  children  get  the 

tents  they  need. 

But  most  children's  multivitamin 
iWftFtt  they  could  be 
Important  B  numbers.  Bl.  B2.  B6 


Roche 
The  Vitami 
Counsel 


(ample,  are  often  i 
heir  absence. 

Yet  they're  essential  tc 
growih,  aid  digestion  and  i 
nervous  system 

Equally  important,  wu 
food  into  energy  And  w 
much  lids  need  that' 

The  Vitamin  Counsel  s  < 


stable  by 


promote  normal 
tamtam  a  healthy 


for  Children  Each  tablet  contains  no  less 
than  JO  vnal  ntamins  from  AtoE,  carefully 
measured  In  the  correct  d*ly  amounts. 

Not  only  that,  they're  ehcwable  and 
they're  llavoured  and  shaped  like  strawberries 
So  one  a  day  is  every  bn  as  much  fun  as.  say, 
;     a  candy  shnmp. 

Of  course,  we  re  not  going 
to  suggest  for  a  moment  that  a 
daily  tablet  is  any  substitute  for 
a  well  balanced  diet 
When  something  is  left  on  the  side  of 
the  plate  however,  at  least  you  won't  be  left 
worrying  about  it  <^d»> 

But  m  case  you  do  have  any  nagging 
doubts  about  your  children's  eating  habits, 
wnte  to  us  for  our  free  booklet  or  call  us  on 
0B9B  400  3S8.  anytime  The  Vitamin  Counsel 
has  been  set  up  by  Roche,  the 
world  leader  in  viiamm  research.  E 

for  .ill  vnur  litlle  Popovci  -  »V  i 


Honestly.  Are  you  always  as  fit  as 
you  say  you  are? 


■mvTrmn'iwXh'frrffl  SsKfcre  ■wiejelhenviriWiaiiing  ano  tWRsge 

0'ffaMirae*ehti'4!;.**l!t'li..  twhwr,  ft  *»men  B  Why  w  at  T»ie  Wiurmtr.  tciurwwl 

tMMk<Mtalll4jf<il  •© -»ma-*0»wm»)K*itti|k(e  **/ffic«  *ae  rat*  oui  ar*  'insurance  palfflt  *  Jht 
.-  VkfAin  v.ivitflfc:  S.'  x-'fjr     "iha;      '  ~1     Vnr.  ^'  SiiprnJ"vn  ■rthp)  m 

■itiitw^n^hwirh^  4jiiw«l^:rl«k-:  Roche         ■  m  idLcajuwiliei      on  »  wurfl'in^ 
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What  Vitamin  C  give 

th,  life  taketh  away. 

The  geneicwiv*  oi  Vitamin  C  kne-ws  no  bounds          up  n  otten  want,  accelerated.  Not  |ustwnen)Wrc 

Not  only  does  it  enhance  you'  natural         under  the  weather,  but  even  when  you're  Tit  as  a 
defences  <t  also  a-ds  the  grcn^h  and  repair  of         fiddle  and  taking  a  lot  of  exercise, 
every  <ell  m  your  bod)',                                          Of  course,  the  ideal  way  to  get  all  you  need 

Meafthy  bonea.  muicses.  ilrn.  teeth,  gums.         «  Will  in  a  good  healthy ^d»et  But  to  make  absolutely 
you  name  ft,  an  ewe  a  good  deal  to  Asco-b-;  wre.weaiTheVitaniinCounieltuggesifOuiopup 
Aod  as  it's  sometimes  called.   1      with  Redoxon  (the  foremost  source 

Saoh-  thtmjh.  white  Wamm  C              Roche                ■  .  umin  C  in  the  UKJ. 
a  focsJ  tar  Me.  kte  'tnl  to  gooO        The  Vitamin             h  4oev  *fter  *,L  h*4P  promote 
forV'tamm  C                                     Counsel            the  body's  aD-round  fiiness. 

Your  natural  suppkes  found  in      •  -  —  !           And  ihat"s  not  all  we  can  tell 

things  like  fruit,  leafy  vegetables  (and  even         you  about  this  valuable  ntarr-n.  nor  for  that 
chip,.)  are  cc*mtantt-  berng  squeered  by  equalh          matter,  all  the  other  vnamms  and  minerals 
natural  enemiev                                                  So  if  you  want  to  know  anything  more  about 

Water,  dAykj-ht.  even  oxygen  for  goodness         yow  or  your  family's  nutrition,  sunply  We 
sale,  are  to  VBanwi  C  what  a  skiageharnme*  a         wnte  to  us  for  our  free  booklet,  or  call  anytime 
to  a  walnut                                                   on  «%S  W 16*. 

a.nj  «  a  result,  a  lot  ol  frmt  and  vej  can              The  Vitamin  Counsel  has  been  M 
tosw  up  to  50<»  of  tnev  \furv^\  C  >»-t*vn  <  n-ne         up  b)  Roche  the  *>or*l  k*jocr  »>  wammi  W^M 
N  hoian  of  EKking                                         and  minerals.  M 

Another  pmMem  n  vour  body  can>  stcve              Because  when  k(e  takes  things  out. 
Vsum-n  C  And  the  rate  a-,  wrxch  vou  use  it         we  kke  to  help  you  put  them  back  m  3^ 
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the  way  forward 


\jet 


( t/of/r  head  />c  nded  6a  aoa/1  heart, 
/(o(  f)ij  ijour  body. 


At  timc>  we're  guided  by  our 
head.  .11  other*  by  our  heart 

And  then  there  aft  the  timet 
when  out  body  can  get  the 
better  of  U& 

What  you  might  not  know  is 
that  part  of  the  reason  for  this 
could  be  Gamma  Linolenic  Acid 
(GLA  for  ihort). 

GLA  is  actually  produced 
by  our  body.  And  research  hat 
demonstrated  (hat  it  plays  an 
essential  role  in  producing  bio- 
logical regulators  -  prostaglan- 
dins -  which  help  to  maintain 
out  delicate  hormonal  balance. 

And  GLA  not  only  helps  our 
body  keep  on  an  even  keel,  it 
keeps  our  ikin  healthy  too. 

At  certain  times  of  the  month 
out  GLA  can  become  naturally 
depleted.  So  it  stands  to  reason 
that  we  should  try  and  main- 
tain our  level  of  GLA  with  a 
natural  supplement 

This  is  why  some  women  take 
oil  of  evening  primrose  There  is. 


how 


even  richer  1 
be  found  in 


of  GLA 
Starflower  Oil. 

It's  produced  from  t 
ot  the  Starflower  plant 
one  ot  nature's  gtc.ucit 
of  GLA. 

And  each  Starflower 
sule  contains  more  than 
much  GLA 
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ROCHE 
STARFLOWER 
OIL 


In  fact  a  60  day  i 
little  as  £6.99 

Something  else  to  nuke  you 
feel  better  is  that  it's  nude  by 
Roche,  one  of  (he  leading  re- 
searchers into  GLA. 

Roche  is  involved  all  the 
way  from  seed  growth  through 
to  refining  the  oil  to  a  rich, 
pure  form  of  GLA. 

So,  get  some  control  back 
into  your  life  -  with  Roche 
Surtlowet  Oil. 


Gamma  Linolenic  Acid 

Roche  are  a  leading  researcher 
into  Gamma  Linolenic  Acid 
(GLA),  a  fatty  acid  produced  by 
the  body.  GLA  is  proved  to  play 
an  essential  role  in  producing 
biological  regulators  — 
prostaglandins  —  which  can  help 
to  control  and  regulate  cell 
growth  and  maintain  hormonal 
balance.  GLA  can  also 
assist  in  maintaining  healthy  skin, 
and  is  particularly  useful  to 
women  prior  to  and  during  their 
period. 

And  now  Roche  have 
introduced  a  new  product  which 
looks  set  to  revolutionise  the 
GLA  market  —  Roche  Starflower 
Oil. 

Roche  Starflower  Oil 

Produced  from  highly  refined 
seeds  of  the  Starflower  plant  — 
Starflower  Oil  is  a  rich  source  of 
GLA,  more  than  twice  as  rich  as 
evening  primrose  oil.  This 
concentration  means  only  one 


ROCHE 
STARFLOWER 
OIL 


easy-to-swallow  capsule  needs  to 
be  taken  each  day,  which  in  turn 
means  that  it  is  less  expensive  — 
a  60  day  supply  costs  as  little  as 
£6.99. 

Roche  oversee  every  stage  of 
the  production  of  Starflower  Oil, 
from  growing  the  Starflower 
seeds  to  refining  the  oil  and 
manufacturing  the  product  itself, 
so  that  you  can  be  confident  that 
Roche  Starflower  Oil  is  of  the 
highest  possible  quality. 

If  you  would  like  to  know 
more  about  Roche  Starflower  Oil, 
The  Vitamin  Counsel,  any  of 
Roche's  vitamin  and  mineral 
supplements,  or  their  "Focus  on 
Pharmacy"  training 
programmes,  you  can  ring  Louise 
Walters  at  Roche  on  0707 
328128,  or  write  to  Roche,  PO 
Box  8,  Welwyn  Garden  City, 
Hertfordshire  AL7  3  AY. 


<(Roche) 


Sanatogen  proudly  announce  their  £1  TV  campaign. 


Last  year's  television  licence  stamp  offer  was  the  most 
successful  Sanatogen  promotion  ever.  So  we're  repeating  it  this 
Summer. 

For  every  four  240ml  or  two  500ml  bottles  your  customers 
buy,  they  can  send  for  a  free  £1  TV  licence  stamp  and  only  one 
of  the  purchases  needs  to  be  a  promotion  pack. 

And  when  you  look  at  our  non-drip  bottle  with  its  easy 
open  top  and  free  measuring  cup,  it's  easy  to  see  we've  got  the 
competition  licked. 

Particularly  when  you  consider  Sanatogen  Cod  Liver  Oil's 
lighter  look,  lighter  taste,  high  quality  and  pure  value  for  money. 

If  you  want  satisfied  customers,  more  sales  and  healthy 
profits,  then  check  your  oil  level  now. 


FREE  TV 
LICENCE 
STAMPS 


COD 
LIVER 
OIL 


Helps  maintain  suppleties! 
and  flexibility,  in  the  joint 
and  a  healthy,  fit  body 


240ml 


r 


Also 

available 
in  new 
easy  to 
j  swallow 
I  capsules. 


COD 
LIVER 
OIL 


CALL  YOUR  FISONS  CONSUMER  HEALTH  REPRESENTATIVE  OR  PHONE  0509  611001  EXTENSION  45100  OR  45110. 
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Vitamins 


the 


healthy  alphabet 


The  diet  chiefly  consists  of 
protein,  fat  and  carbohydrate. 
After  absorption  into  the 
bloodstream,  protein  is  broken 
down  and  used  as  building  blocks 
for  the  body's  own  structure, 
while  the  fat  and  carbohydrate  is 
used  as  a  source  of  energy  for 
the  body's  internal  processes  — 
its  metabolism. 

Certain  other  molecules  are 
required  for  the  proper 
functioning  of  the  metabolism. 
Enzymes  and  hormones  are 
manufactured  within  the  body 
but  they  need  helper  co- 
enzymes and  co-factors  for  their 
proper  functioning  and  this  is 
where  many  of  the  vitamins 
come  in. 

Two  types  of  vitamin 

Vitamins  fall  into  two  broad 
categories  —  those  that  will 
dissolve  in  water,  and  they 
include  vitamin  C  and  the  group 
known  as  the  B  complex,  and 
those  that  will  only  dissolve  in 
oil,  including  vitamins  A,  D,  E 
andK. 

You  might  think  that  the 
alphabetical  nomenclature  makes 
things  simple,  but  not  so.  For 
each  of  the  vitamins  also  has  a 
proper  name  —  vitamin  A  for 
example  is  also  known  as  retinol, 
and  vitamin  C  as  ascorbic  acid  — 
so  either  name  may  be  used.  To 
make  matters  worse,  the  vitamin 
B  complex  consists  of  a  number 
of  separate  compounds,  known 
as  Bl ,  B2  etc  or  by  their  own 
proper  names  —  thiamine  is  Bl 
and  riboflavin  B2,  and  so  on. 
Alternative  names  are  given  in 
the  summary  table  on  p20. 

Vitamins  A-Z 

Fat  soluble  vitamin  A,  retinol, 
occurs  naturally  in  dairy 
products,  egg  yolks,  liver  and 
oily  fish.  Beta-carotene,  a 
precursor  which  is  converted  to 
retinol  by  the  liver,  is  found 
widely  in  green  vegetables, 
especially  broccoli,  carrots  and 
tomatoes. 

Retinol  is  important  for 
maintaining  a  healthy  skin  —  a 
relative  of  vitamin  A  is  used  to 
treat  some  severe  forms  of  acne 
—  and  for  the  regeneration  of 
delicate  membranes,  and 
formation  of  the  light  sensitive 
substance  in  the  eye. 

Lack  of  the  vitamin  causes  a 
condition  known  as  dry  eye 
syndrome  (xerophthalmia)  which 
can  include  the  symptoms  of 
night  blindness  and  softening  of 
the  outer  cornea  of  the  eye  as 


Anyone  who  has  worked  in  a  pharmacy  for  any 
length  of  time  will  know  how  popular  vitamins  are 

with  the  public  —  they  might  almost  have  magic 
powers.  But  what  is  their  real  importance,  and  who 
really  needs  to  buy  them? 


well  as  skin  degeneration  and 
spots. 

Vitamin  A  is  toxic  in 
excessive  overdose,  causing 
irritability,  loss  of  appetitite  and 
skin  changes.  The  vitamin  has 
also  been  shown  to  cause  birth 
defects  in  animals,  though 
evidence  of  the  same  effect  in 
humans  in  scanty.  However,  that 
did  not  stop  the  Government  a 
few  months  ago  advising 
pregnant  women  not  to  eat  fresh 
liver  because  routine  sampling 
had  uncovered  high  levels  of 
vitamin  A. 

The  B  vitamins  are  found  in 
yeast,  liver,  milk,  eggs,  wheat 
germ  and  some  pulses.  As 
described  above,  they  are  now 
thought  of  as  a  group,  and 
diseases  arising  from  the 
deficiency  of  a  single  one  or 
other  of  them  have  been 
identified. 

Vitamin  Bl,  also  known  as 
thiamine,  is  used  by  the  body  in 
the  breakdown  of  carbohydrates 
(sugars  and  starch)  and  for  the 
proper  functioning  of  the  nerves. 
Minor  deficiencies  lead  to 
clumsiness,  anorexia  and  fatigue. 


Gross  deficiency  leads  to  the 
now  extremely  rare  beriberi 
where  mental  and  heart 
symptoms  may  complicate  the 
picture. 

Vitamin  B2,  or  riboflavin,  is 
important  in  respiration,  the 
process  by  which  oxygen  from 
the  lungs  is  used  to  convert  the 
sugar  in  the  body  to  water  and 
carbon  dioxide,  so  releasing  the 
energy  for  body  processes. 
Deficiency  results  in  eye 
problems,  notably  a  sensitivity  to 
light  and  a  loss  of  visual  accuity , 
and  also  lesions  on  the  lips  and  at 
the  angles  of  the  mouth  (a 
condition  known  as  angular 
stomatitis) . 

Vitamin  B6,  or  pyridoxine, 
is  involved  in  the  way  the  body 
handles  protein  and  fat,  and  in 
blood  production  and  skin 
integrity.  As  we  found  out  last 
month,  deficiency  of  the  vitamin 
may  be  associated  with  the 
symptoms  of  pre-menstrual 
syndrome. 

Vitamin  B12, 
cyanocobalamin,  is  necessary  for 
the  production  of  red  blood  cells, 
and  its  deficiency  causes 


pernicious  anaemia,  where  there 
is  a  low  red  blood  cell  count. 
Liver  and  liver  extracts  are  the 
richest  source  of  B12. 

Nicotinic  acid  and 
nicotinamide  are  classed  with  the 
B  group  (somewhat  rarely  these 
days  you  might  come  across  the 
name  niacin  or  even  B3).  It  too  is 
involved  deep  within  the 
metabolic  processes.  Deficiency, 
again  extremely  rare,  causes 
pallagra,  with  dementia, 
diarrhoea  and  dermatitis. 

Vitamin  C  (ascorbic  acid)  is 
used  in  the  formation  of 
intercellular  material  —  the  stuff 
that  actually  sticks  cells 
together.  This  explains  the 
symptoms  of  the  deficiency 
disease,  scurvy,  which  again  is 
now  extremely  rare. 

Scurvy,  which,  as  every 
schoolboy  knows,  was  common 
on  board  ship  until  some  bright 
spark  noted  that  rations  of  citrus 
fruit  kept  it  at  bay,  is 
characterised  by  swollen, 
bleeding  gums,  caused  by  a 
breakdown  in  the  walls  of  the 
smallest  blood  vessels,  the 
capillaries.  As  well  as  citrus 
fruits,  vitamin  C  is  found  in  green 
vegetables,  though  it  is 
destroyed  by  heat,  so  if  you  like 
your  veg  crisp,  you  will  be 
getting  more  vitamin  C  than 
those  who  like  them  boiled  to  a 
pulp. 

Vitamin  D  (calciferol)  helps 
the  absorption  of  calcium  and 
phosphate  from  the  blood  into 
bone.  Don't  forget  that  bone  is 
living  tissue  and  there  is  a 
constant  turnover  of  these 
important  minerals.  Deficiency 
produces  rickets  in  children,  in 
which  the  weight  of  the  child 
causes  the  weakened  calcium- 
starved  bones  of  the  legs  to  bow. 
In  adults,  lack  of  vitamin  D  will 
cause  osteomalacia,  and  a 
consequent  weakness  and 
liability  to  fracture. 

Vitamin  D  is  found  in  fish  liver 
oils  and  animal  fats,  but  sunlight 
is  also  important  for  it  can 
convert  precursors  in  the  skin 
into  the  active  vitamin.  While  it  is 
rare  these  days  for  anyone  in  the 
UK  to  suffer  from  vitamin  D 
deficiency,  the  housebound 
elderly  and  particularly  the  Asian 
housebound  elderly  who  depend 
to  a  large  extend  on  unleavened 
bread  in  their  diet,  may  be  at 
risk. 

Conversely,  to  take  vitamin 
D  supplements  is  not  a  good  idea 
either.  Adult  intakes  of  more 
than  50,000  units  can  cause 

continued  on  p20 
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continued  from  pl9 
toxicity,  while  recommendations 
on  the  packets  of  vitamin  drops 
for  infants  should  be  strictly 
followed.  The  result  of  vitamin  D 
overdose  is  that  calcium  is  laid 
down  in  the  soft  tissues  as  well 
as  in  the  bones,  with  the  lungs 
and  kidneys  the  main  targets. 

The  role  of  vitamin  E ,  or 
alpha  tocopherol,  is  a  subject  of 
controversy.  It  is  found  in  a  wide 
variety  of  foodstuffs  and  so  the 
symptoms  of  deficiency,  if  any, 
are  unknown.  Vitamin  E  has 
antioxidant  properties  and, 
among  the  things  claimed  for  it  is 
that  it  delays  the  ageing  process 
and  helps  keep  skin  young 
looking,  and  that  it  boosts 
fertility. 

Rather  more  is  known  about 
the  role  of  vitamin  K, 
phytomenadione,  which  is  found 
in  fresh  green  leafy  vegetables, 
beef  liver,  cow's  milk  and  egg 
yolk,  and  is  synthesised  in  the 
intestines  by  naturally  occuring 
bacteria.  It  is  used  in  the 
production  of  blood  clotting 
factors  and  the  prevention  of 
haemorrhage.  Deficiency 
symptoms  include  an  extended 
clotting  which,  of  course,  could 
be  life  threatening. 


Who  needs  extra 
vitamins? 

Several  groups  of  people  may  be 
at  risk  of  low  vitamin  levels  and 
could  benefit  from  a  vitamin 
supplement.  Routine 
supplementation  is  largely 
unnecessary  for  most  people  in 
the  UK  provided  they  eat  a 
balanced  diet  including  a  regular 
amount  of  fresh  fruit  and 
vegetables. 

Among  those  who  might  not 
be  getting  sufficient  in  their  diet 
are:  the  elderly,  pregnant  and 
breastfeeding  women,  alcoholics, 
babies  and  children,  vegetarians, 
some  immigrants  to  this  country, 
sportsmen  and  people  whose 
natural  vitamin  absorption 
processes  have  failed. 

Deficiency  in  the  elderly  is 
usually  a  result  of  malnutrition, 
which  in  itself  is  likely  to  be  a 
consequence  of  isolation,  mental 
problems,  poverty  and  disability. 
The  answer  is  really  adequate 
nutrition,  but  that  is  often  easier 
said  than  done. 

Women  who  are  pregnant  are 
often  said  to  be  "eating  for  two" 
and  that  is  true  as  far  as  vitamins 
are  concerned.  The  most  likely 
extra  requirement  will  be  for 


Pharmacy  assistant  Linda  Hough,  ofG  Morris,  Main  Street, 
Balderton,  Newark,  is  the  first  prize  winner  in  a  Cuxson  Gerrard 
competition  designed  to  test  product  knowledge  of  the  Carnation  range 
offootcare  products.  Linda  is  presented  with  her  prize  of  £150-worth 
of  Marks  &  Spencer  vouchers  by  Cuxson  Gerrard 's  marketing 
director  Ian  Francis,  watched  by  pharmacist  John  Reynolds 


iron,  needed  for  the 
development  of  the  blood  supply 
of  the  baby,  and  it  is  quite 
common  for  a  woman's 
haemoglobin  levels  to  fall  early 
on  in  pregnancy. 

These  days,  iron 
supplements  are  commonly 
prescribed  by  GPs  during 
pregnancy,  and  it  is  probably 
best  to  leave  this  up  to  him,  as  an 
excess  amount  of  both  vitamins 
A  and  D  are  potentially  harmful. 

Alcoholics  tend  to  be  vitamin 
deficienct  because  they  replace 
eating  with  alcohol  intake,  while 
the  damaging  effect  of  alcohol 
abuse  on  the  gastrointestinal 
tract  may  produce  problems  of 
poor  absorption.  In  alcoholics 
with  liver  damage,  use  of 
vitamins  and  conversion  to  active 
forms,  which  takes  place  in  the 
liver,  may  be  impaired. 

Strict  vegetarians  —  vegans 
—  are  at  risk  of  developing  B12 
and  D  deficiency,  as  the  prime 
source  of  these  vitamins  is 
animal  and  particularly  diary 
products.  Recommend  yeast 
products  for  the  B 12,  while 
exposure  to  sunlight  will  help 
maintain  stores  of  vitamin  D. 

Low  vitamin  D  levels  may 
also  be  found  in  immigrants  who 
have  come  from  a  region  of  high 
sunlight  exposure  to  Britain,  and 
whose  dietary  intake  of  vitamin 
D  is  low,  because  of  a  traditional 
diet. 

Don't  forget  dieters  too. 
Because  they  are  restricting 
their  food  intake,  they  may  also 
not  be  getting  enough  vitamins, 
so  there  may  be  a  case  for  giving 
vitamin  supplements  to  dieters. 

Children  and 
vitamins 

Much  has  been  written  about  the 
trial  in  which  a  group  of 
schoolchildren  who  were  given  a 
regular  multivitamin  supplement 
had  improved  IQ  scores  when 
tested  a  few  months  after  the 
supplement  was  started.  Since 
the  initial  trial  in  a  Welsh  village, 
the  study  has  been  repeated 
successfully  and  unsuccessfully. 
A  group  of  products  has  been 
launched  by  manufacturers  with 
children  in  mind,  and  sales  of 


such  products  have  boomed  each 
time  the  controversy  has  been 
aired  on  television. 

What  seems  to  be  true  is 
that,  like  adults,  children  who 
consume  a  well-balanced  diet  will 
have  an  adequate  dietary  intake. 

However,  many 
schoolchildren,  with  the  hectic 
lifestyles  of  the  '90s,  will  not 
have  vitamin  intakes  that  reach 
the  recommended  daily 
allowance  (RDA).  It  has  been 
suggested  that  these  children 
may  well  be  unable  to 
concentrate  as  well  as  children 
receiving  adequate  nutrition  and 
it  is  the  extra  concentration 
achieved  through  the  proper 
provision  of  vitamins  that 
produces  the  better  test  scores. 

Babies  fed  on  cow's  milk  — 
now  not  recommended  until  they 
are  one  year  old,  rather  than  six 
months  —  will  require  a  vitamin 
supplement  as  the  milk  is  low  in 
vitamins  A  and  D.  Again, 
mothers  should  be  advised  to 
follow  the  instruction  on  the 
dropper  bottle  carefully.  Babies 
who  are  breastfed  or  who  are  on 
infant  formula  will  not  need  such 
supplements  as  they  are  already 
there  or  have  been  added. 

Types  of buyer 

So  who  buys  supplements? 
Booker  Nutritional  Products, 
manufacturers  of  the 
Healthcrafts  range,  have 
identified  a  number  of  types  of 
vitamin  and  mineral  purchaser. 

"Health  lifers"  have  been 
taking  supplements  for  years  for 
specific  reasons  and  are 
convinced  of  their  value.  At  the 
opposite  end  of  the  spectrum  are 
the  new  users,  who  are  possibly 
motivated  by  the  belief  that 
lifestyle  factors  and  food 
production  methods  may  be 
compromising  their  nutritional 
status. 

"Dippers"  are  concerned 
but  confused  irregular 
purchasers,  who  are  likely  to  be 
receptive  to  information  from 
assistants,  manufacturers  and 
the  media,  but  who  will  react  to 
adverse  publicity.  "Agnostics" 
are  conventional  thinkers  who 
are  willing  to  try  products. 


Summary  of  vitamin  characteristics 

Vitamin 

Alternative  name 

Use  in  the  body 

Deficiency  disease 

Dietary  sources 

A 

retinol 

Regeneration  of  membranes 

Xerophthalmia 

Dairy  products,  egg  yolks,  liver,  oily 

Formation  of  light-sensitive  substance 

Fish,  broccoli,  carrots,  tomatoes 

in  the  eye 

Yeast,  liver,  cereals,  milk,  eggs 

Bl 

thiamine 

Breakdown  of  carbohydrates. 

Beriberi 

Nerve  cell  function 

B2 

riboflavine 

Oxidation  processes,  including 

Ocular  symptoms,  angular 

As  Bl 

respiraton 

stomatitis 

Eggs,  wholemeal  flour,  fish' 

B6 

pyridoxine 

Protein  metabolism 

p 

B12 

cyanocobalamin 

Blood  production 

Pernicious  anaemia 

Liver,  liver  extracts,  meat,  fish,  eggs 

B3 

nicotinic  acid,  niacin 

Enzyme  systems 

Pellegra 

Meat,  fish,  wholemeal  flour 

C 

ascorbic  acid 

Health  of  blood  capillaries 

Scurvy 

Citrus  fruit,  berries,  green  vegetables 

D 

calciferol 

Bone  formation 

Rickets,  osteomalacia 

Fish  liver  oil,  animal  fats,  dairy  produce 

E 

tocopherol 

Appears  to  prevent  fatty  degeneration 

p 

Nuts,  vegetables 

of  tissues 

K 

phytomenadione 

Blood  clotting  factors 

Poor  blood  coagulation 

Green  vegetables,  liver 
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Black  magic 

Dark-skinned  women  may  seek  your  advice  on  make-up  all  year 

round.  And  now  that  Summer's  here  (at  last!)  your  tanned 
customers  may  wish  to  experiment  with  new  make-up  to  suit  their 
darker  hues.  Our  tips  should  help  you  to  give  these  customers  all 
the  help  they  need  in  choosing  the  right  shades 


Pale  may  be  in,  but  many  people 
still  prefer  to  be  a  healthy  shade 
of  brown  when  the  sun  shines 
and  whitish  limbs  can  no  longer 
be  hidden  away  under  tights  and 
jumpers. 

It's  true  that  the  sun  can 
damage  your  skin  and  lead  to  the 
development  of  skin  cancers. 
But  consumers  are  becoming 
more  and  more  clued  up  on  how 
to  tan  safely,  and  those  that 
aren't  sure  will  no  doubt  ask 
your  advice. 

This  group  of  customers, 
together  with  your  naturally 
dark-skinned  customers,  will 
probably  also  seek  your  advice 
on  make-up.  The  first  thing  to 
consider  is  whether  or  not  you 
stock  any  colours  that  will  be 
suitable. 

For  some  products,  such  as 
eyeliners  and  mascaras,  the 
colours  you  stock  will 
undoubtedly  be  fine  for 
everyone.  But  when  it  comes  to 
blushers  and  eye-shadows, 
make-up  for  white  skins  is  often 
unsuitable  for  darker  skins;  the 
colours  are  not  vivid  enough  and 
can  look  different  once  they're 
on  dark  skin. 

In  formulating  make-up  for 
the  black  beauty  market, 
products  should  avoid  the  use  of 
opacifiers  such  as  titanium  oxide 
and  zinc  oxide  and  high 
percentages  of  white  pearl,  say 
Cosmetics  Plus.  Cosmetics  need 
to  be  oil-free  and  colours  should 
be  deep,  but  not  dull,  and 
transparent,  but  not  invisible. 
Lipsticks  require  careful 
formulation  too,  although  your 
black  customers  may  well  find  a 
lipstick  from  a  general  range  that 
suits  them. 

Some  mainstream  cosmetic 
manufacturers  produce  ranges 
for  black  skins.  So  if  your 
pharmacy  is  in  an  area  with  too 
small  an  ethnic  population  to 
warrant  keeping  a  separate 
range,  a  small  selection  of  some 
of  these  products  will  be  enough 
to  keep  your  customers  happy. 
Ask  the  representative  the  next 
time  they  come  calling. 

If  you  are  in  an  area  with  a 
large  ethnic  population,  then  it 
makes  sense  to  have  a  range  of 
cosmetics  specifically  created  for 
dark  skins. 

Decisions,  decisions 

There  are  many  brands  to  choose 
from.  American  brands,  such  as 
Fashion  Fair  and  Flori  Roberts, 
were  the  first  on  the  market,  and 
were  brought  over  to  the  UK  to 
fill  the  gap  in  the  market  for 
specific  black  products.  These 
tend  to  be  premium  priced  but 
high  quality  products. 

Don't  be  put  off  by  the  price. 
It  is  worth  noting  that  your  black 
customers  are  said  to  spend 
three  times  more  on  personal 
care  products  than  their  white 
counterparts. 

There  are  now  also  a  number 
of  home-grown  brands,  which 


tend  to  be  less  expensive  and 
usually  of  good  quality.  There  are 
well  established  ranges,  such  as 
Shades  of  Black  and  Paradise,  as 
well  as  newer  ones  like  Tura  and 
Dark  Secrets,  both  launched  in 
February  this  year. 

The  perfect 
complexion 

Before  the  make-up  can  be 
applied,  you  have  to  ensure  that 
the  skin  is  in  good  condition.  Ask 
the  customer  what  her  skin  type 
is.  If  she  has  problem  skin  — 
acne  or  sensitive  skin  —  advise 
her  on  how  to  cleanse,  tone  and 
moisturise  to  make  the  most  of 
it. 

Once  you  know  her  skin 
type,  you  can  advise  her  on  the 
type  of  foundation  to  use.  Many 
black  women  have  oily  skin,  so 
an  oil-free  foundation  is  usually 
best  to  avoid  problems  of  shine. 
Remember,  too,  to  match  the 
foundation  as  closely  to  the  skin 
colour  as  possible. 

Particular  problems  for  black 
women  are  blemishes  and  dark 


circles  under  the  eyes.  Fading 
creams  can  be  used,  but  it  is 
better  to  advise  customers  to 
use  a  concealer  to  even  out  skin 
tone.  Flori  Roberts'  Dermablend 
is  ideal  for  this  (contact  The 
Dermablend  Clinic,  tel:  071-229 
4224).  Once  the  foundation  is  on, 
a  loose,  oil-absorbing  powder  is 
needed  to  complete  the  base. 

Applying  the  colour 

Let's  start  with  the  eyes.  Eye 
liner,  smudged  for  a  soft  effect,  is 
essential  to  add  definition,  but  it 
needn't  simply  be  black.  Blue 
looks  good,  too,  especially  at 
night.  Mascara  is  necessary  to 
lengthen  the  lashes  and  "open" 
the  eyes  —  again,  other  colours 
can  be  used.  Remember  the 
importance  of  shapely  eyebrows. 

When  it  comes  to 
eyeshadows,  remember  that 
dark  skins  can  take  a  lot  more 
colour  than  white  skins.  Keep  to 
neutral  colours  for  daytime  and  in 
Summer,  but  encourage  a  more 
vivid  look  for  night  time.  Any 
colour  can  be  worn  (to  contrast 


or  match  outfits),  but  remember 
that  unless  they  are  specially 
formulated,  the  colours  will  look 
wrong. 

It  is  also  important  to  ensure 
that  the  colour  is  applied  well. 
You  could  suggest  using  a  base 
colour  such  as  beige,  brown  or 
brick  red  (depending  on  the  depth 
of  skin  colour)  over  the  entire  lid, 
using  a  darker  colour  such  as 
dark  brown,  charcoal  or  black  in 
the  crease  and  a  light  shade  such 
as  gold,  yellow  or  white,  to 
highlight  under  the  brow.  Blend 
the  edges  of  each  until  you  can't 
see  where  one  colour  ends  and 
the  next  begins. 

Moving  on  to  the  cheeks;  on 
dark  skins  blusher  should  be  used 
to  shape  the  face  and  enhance  the 
cheekbones.  It  should  not  be  too 
obvious  so  avoid  shades  that  are 
too  red.  A  touch  of  blusher  can  be 
added  to  the  tip  of  the  nose  and 
the  chin. 

Blusher  can  also  be  used  to 
narrow  a  wide  nose  by  applying  a 
deeper  shade  on  the  sides  of  the 
nostrils  and  a  lighter  shade  down 
the  centre.  To  slim  a  round  face, 
brush  the  deeper  shade  under  the 
cheekbones  and  along  the  side  of 
the  jaw. 

Finally,  the  lips.  Full  lips  are 
in  —  Madonna  spends  a  fortune 
on  collagen  injections  to  make 
hers  fuller.  Many  black  women 
have  naturally  full  lips  and  should 
be  encouraged  to  use  lip  colour  to 
good  effect.  If  the  lips  have 
uneven  pigment,  a  bp  balancer 
should  be  used  to  ensure  that  lip 
colour  is  even  once  applied. 

A  lip  liner  should  be  used  to 
outline  the  lips  and  reshape  if 
necessary;  if  lips  are  too  full,  they 
can  appear  smaller  if  the  outline  is 
drawn  inside  the  natural  line  of 
the  lips.  Lip  colour,  such  as  plum, 
cerise  and  various  shades  of  red 
(but  not  pinks  and  oranges  except 
if  not  too  dark-skinned)  should  be 
applied  using  a  lip  brush,  and  can 
be  topped  with  lip  gloss. 

Remember  to  pass  on  any 
' '  tricks  of  the  trade ' '  and  stress 
the  importance  of  the  correct 
applicators  to  blend  in  make-up 
well.  This  can  lead  to  extra 
purchases. 

Directory  inquiries 

If  you  do  not  stock  any  products 
that  your  dark-skinned 
customers  can  use,  keep  the 
following  phone  numbers  handy 
for  customer  inquiries.  Many 
companies  offer  a  mail  order 
service  or  can  give  details  of  the 
nearest  stockist. 
Cosmetics  Plus  0237 
471771 

Fashion  Fair  081-594  9929 
Paradise  Cosmetics  081-961 
9245 

Shades  of  Black  071-736 
4891 

Isis  Cosmetics  081-940 
7530 

Flori  Roberts  071-229  4224 
Tura  International  071-377 
5000 
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In  the  third  article  in  his  six  part  series ,  training  consultant  Eric  Hunter 
of  Halifax-based  Hunter  &  Co  spells  out  the  way  to  step  up  your  sales 


3.  What  makes  a  good  salesperson? 


You've  probably  heard  it  said: 
"Good  salespeople  are  born,  not 
made".  In  a  way  it's  true.  Think 
about  this.  Babies  are  good  at 
getting  what  they  want.  They 
get  fed  when  they  want;  have 
their  nappy  changed  when  they 
want.  They  even  get  attention 
when  they  want  it.  Since  selling 
is  about  getting  what  you  want, 
why  don't  we  all  grow  up  to  be 
brilliant  salespeople?  Nobody 
knows  for  sure. 

My  theory  is  that  we  have  it 
knocked  out  of  us  as  we  grow 
up.  We're  told  "shut  up", 


Persistence 


"don't",  "be  quiet",  not  to 
"keep  on".  And  sometimes  the 
message  is  reinforced  by  a  clip 
round  the  ear  or  worse.  The  Eric 
Hunter  theory  suggests  that 
we're  all  born  with  a  natural 
ability  to  sell  (get  what  we  want), 
we  have  the  ability  kocked  out  of 
us,  then  some  of  us  relearn  it. 

What  do  we  need  to 
relearn? 

When  I  conduct  seminars  for 
salespeople  I  often  ask:  "What 
makes  a  super  salesperson?" 
Here  are  some  of  the  answers  I 
hear  regularly:  personality, 
sincerity,  humour,  integrity, 
honesty,  someone  who  cares,  a 
good  listener,  belief  in  your 
company,  belief  in  yourself, 
persistence,  enthusiasm,  tact, 
confidence,  the  "gift  of  the  gab" 
(I  don't  agree  with  this  one). 
And  most  of  them  are  correct. 

Notice  that  most  of  the  super 
salesperson's  attributes  are 
attitudes,  not  selling  skills.  In  the 
seminars  one  skill  is  always  listed 

—  the  ability  to  listen.  Of  course 
it  is  a  vital  skill.  If  you  don't 
listen,  how  can  you  know  what 
the  customer  wants  to  buy?  But 
before  the  skill  comes  an  attitude 

—  that  you  should  want  to  listen. 
You'll  discover  more  about 
listening  and  the  "gift  of  the 


gab"  in  the  next  issue.  For  now 
we  will  concentrate  on  the  three 
attitudes  which  seem  to  be  most 
important  for  salespeople. 
Confidence,  persistence,  and 
enthusiasm. 

Confidence, 
persistence, 
enthusiasm 

Confidence  breeds  confidence. 
Look  around  you  in  the  shop. 
Isn't  it  true  that  the  products 
which  stick  on  the  shelves  are 
the  ones  you  have  least 
confidence  in?  When  you  have 
confidence  in  a  shampoo  or  cold 
remedy,  you  find  it  easy  to  sell. 
And  because  it  is  easy  to  sell, 
you  have  more  confidence  in  it. 

Confidence  in  yourself  is 
vital,  too.  Although  you  might 
choose  to  buy  from  someone 
who  lacks  humour  or  tact  or  is, 
unknown  to  you,  dishonest, 
you're  unlikely  to  trust  someone 
who  lacks  self-confidence  or 
confidence  in  their  company.  It 
follows  that  if  you  don't  trust 
someone,  you  won't  buy  from 
them,  since  that  means  trusting 
them  with  your  money. 

If  your  confidence  is  low, 
you'll  want  to  know  how  to  boost 
it.  Try  these  three  easy  ways. 
•  Be  prepared.  Excel  at  your 
product  and  store  knowledge.  I 


Confidence 

talk  to  over  a  hundred  groups  of 
people  a  year.  The  only  time  I've 
ever  felt  nervous  (lacked 
confidence)  is  when  I  have  not 
prepared  well.  So  now  I  won't 
agree  to  give  a  talk  unless  I  have 
adequate  preparation  and 
practice  time.  And  my 
confidence  has  improved. 

•  Think  yourself  into  it.  You  are 
the  product  of  your  thoughts. 
Ignore  all  your  bad  points. 
Forget  your  failings.  Think  only 
of  the  good  things  about 
yourself.  This  will  make  you 
confident.  Try  it.  It  works.  It  is 
one  of  the  ways  I  cured  my  acute 
shyness  many  years  ago. 

•  Count  your  wins,  your 
successes.  Each  time  you  do 
something  well,  reflect  on  it  to 
yourself.  That  will  increase  your 
self-confidence.  The  key  to  self- 
confidence  is  telling  yourself  how 
good  you  are,  not  telling  others. 
They  won't  believe  you  anyway. 

Next,  consider  the 
importance  of  persistence.  Isn't 
it  true  that  the  more  we  try 
something,  the  better  we  get?  If 
at  first  you  don't  succeed,  try, 
try,  try  again.  This  is  so  true  in 
selling. 

The  problem  is,  nobody  likes 
to  fail,  or  be  rejected.  So  when 
we  try  something  in  selling  and  it 
doesn't  work,  we  think  we've 
failed  and  we've  been  rejected. 
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Sonia  McConville ,  from  Bourneville  Pharmacy  in  Birmingham, 
won  Scholl 's  '  'Facts  on  feet ' '  competition  which  ran  in  the 
January/February  issue  of  Over  the  Counter.  Pictured  are  Scholl 's 
area  representative  Debbie  Simpson  and  regional  manager  Mark 
Catron  presenting  Sonia  with  her  first  prize  of£200-worth  of  Burton 
Group  clothes  vouchers 


In  selling  you  don't  fail  when  you 
don't  get  the  sale.  You  only  fail 
when  you  quit;  when  you  give  up 
trying.  Remember,  in  selling  it 
isn't  the  number  of  "noes"  you 
get  that  matter.  It's  the  number 
of  "yesses"  that  count. 

Finally,  look  at  enthusiasm. 
Funny  old  thing,  enthusiasm.  It's 
invisible,  so  you  can't  see  it.  Yet 
you  can  always  tell  when  it's 
there.  We  know  when  someone 
is  enthusiastic.  There's  a  sparkle 
in  the  eye.  A  bounce  in  the  walk. 
A  brightness  in  their  tone.  You 
can't  fake  enthusiasm,  but  you 
can  make  enthusiasm.  What's 
more,  it's  ridiculously  easy. 

Here's  how:  enthusiasm 
starts  with  belief.  Believe  in 
what  you  say  and  do  with  all  your 
heart.  That  makes  it  easy  to  take 
the  next  step.  Let  it  shine 
through;  allow  it  to  show;  allow 
your  voice  to  be  lively. 

Like  confidence,  you'll  find 
enthusiasm  infectious.  Others 
will  catch  it  from  you;  and  then 


give  you  some  back,  making  you 
even  more  enthusiastic.  When 
you're  talking  about  a  product, 
help  people  appreciate  the 
result.  If  another  customer  or 
friend  used  a  hair  conditioner 
which  gave  a  startling 
improvement,  let  your  customer 
know.  They'll  share  your 
enthusiasm. 

Remember  this.  You  can't 
fake  enthusiasm.  Try  it  and 
people  will  think  you  insincere. 
And  to  sell  successfully,  you 
need  to  be  sincere. 

In  this  series  you've  seen 
how  to  sell  yourself  and  increase 
your  product  knowledge.  In  the 
final  three  articles  you'll  discover 
more  selling  skills.  Study  and 
practise  them  carefully,  and 
you'll  gain  the  ability  to  improve 
your  sales  performance.  The 
ability  is  important,  but  not  as 
important  as  your  attitude.  Sales 
ability  is  only  potential  selling 
power.  It  has  no  value  until  you 
power  it  with  your  P.A.C.E. 
Your  Persistance,  your  Attitude, 
your  Confidence,  and  your 
Enthusiasm.  And  to  step  up  your 
sales,  you  step  up  the  P.A.C.E. 


Fifty  'don'ts' 


The  Royal  Pharmaceutical 
Society  is  celebrating  its 
150th  birthday  this  year  and 
its  local  branches  have  been 
holding  various  events  to 
mark  the  occasion. 

In  Norwich's  Bridewell 
Museum  last  week,  local 
pharmacists  were  manning 
the  old  pharmacy  exhibit, 
where  C&D's  editor  spotted 
this  list  of  50  "don'ts"  for 
chemists  and  their  assistants 
on  the  wall.  Some  obviously 
refer  to  mystical  practices  of 
yesteryear,  but  many  are  as 
appropriate  today  as  they 
were  when  manufacturing 
chemists  Rouse  Brothers  of 
Charlotte  Street,  London, 
compiled  them. 
Don't: 

1 .  encourage  loafing  in  the 
shop 

2.  sell  any  goods,  even 
penny-worths,  unless  fully 
labelled 

3.  stand  at  the  shop  door 
because  you  have  nothing 
else  to  do 

4.  allow  scale  pans  to  remain 
soiled 

5.  use  common  corks:  they 
are  unsatisfactory  to  all 
parties 

6.  manufacture  a  preparation 
from  memory 

7.  talk  to  customers  when 
dispensing 

8.  imagine  the  human  jaw 
was  intended  for  a  cork  press 

9.  retail  poisons  and 
corrosive  acids  in  soda  water 
or  sauce  bottles 

10.  think  bottles  are  accurate 
measures 

11 .  expect  thanks  from  a 
doctor  when  you  prevent  him 
poisoning  his  patient 

12.  forget  there  is  a 
difference  of  10%  between 
the  apoth  and  av'dpois  ounce 

13.  send  out  unsightly 
packages 

14.  imagine  a  pure  powdered 
drug  can  be  sold  cheaper 
than  the  crude  article,  but 

15.  don't  think  price  a 
criterion  of  quality 

16.  talk  religion  or  politics  in 
your  shop 

17.  appear  before  customers 
with  hands  in  pocket 

18.  forget  a  "want"  book  is 
of  no  value  unless  used 

19.  remain  unfamiliar  with 
new  drugs 

20.  neglect  to  keep  your 
prescription  and  day-books 
posted  up 

21.  stick  a  label  over 
anything  referring  to  a 
different  article 

22.  forget  to  be  polite  to  all 
customers 

23.  overlook  the  importance 
of  uniformity  in  dispensing 

24.  measure  water  in  an  oily 
measure  when  making 


emulsions 

25.  trust  to  your  memory  — 
make  notes 

26.  forget  that  many  drugs 
and  preparations  deteriorate 
by  keeping 

27.  fail  to  treat  your 
competitor  as  you  would 
have  him  treat  you 

28.  let  the  show,  globes 
become  muddy 

29.  subject  vegetable 
preparations  to  prolonged 
high  temperatures 

30.  forget  that  constant 
vigilance  is  the  best 
safeguard  against  accidents 

31 .  fail  to  dispatch  all  orders 
promptly 

32.  forget  that  dirty  windows 
shut  out  trade  as  well  as  light 

33.  use  sawdust  to  catch  the 
drippings  of  oil  tanks  or 
barrels,  sand  is  safer 

34.  think  drops  are  the  same 
as  minims 

35.  forget  that  purity  and 
quality  of  medicines  are  both 
important 

36.  put  an  oily  vessel  into  the 
sink  where  it  will  soil  others 
not  greasy 

37.  fail  to  learn  the  antidotes 
to  poisons 

38.  forget  that  aniline  colours 
fade,  don't  write  records 
with  aniline  ink 

39.  throw  spoiled  drugs  or 
preparations  out  at  the  back 
door  —  it  is  dangerous 

40.  get  flurried  when  an 
accident  occurs 

41.  forget  to  learn  the 
characteristics  of  good  drugs 
and  preparations 

42.  forget  that  sawdust  is  the 
best  absorbent  for  cleaning 
greasy  utensils 

43.  forget  that  the  British 
Pharmacopoiea  has  been 
recognised  as  a  legal 
standard 

44.  omit  to  smile  when  the 
hundredth  child  asks  for  an 
almanac  or  change  for  6d 

45.  divulge  information  about 
customers,  you  are  in 
common  with  the  doctor  and 
lawyer  in  this  respect 

46.  forget  that  doctors 
sometimes  prescribe 
pharmaceutical 
incompatibles,  and  therefore 

47.  don't  deviate  from  the 
prescription  if  it  can  possibly 
be  avoided 

48.  forget  that  when  spirit 
and  water  are  mixed  the 
combined  volume  is  less  than 
that  of  the  two  separate 

49.  make  fun  of  customers 
who  ask  for  "Hikey  pikey" 
"harmonium"  etc.  they 
know  what  they  want,  and 
are  ready  to  pay  for  it 

50.  forget  that  Rouse's 
Concentrations  save  trouble, 
time  and  money  and  yield 
uniformly  good  results 
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Leaflet  update 


These  days,  more  and  more 
customers  want  to  know  about 
everyday  health  matters  and,  no 
doubt  helped  by  the  latest  "Ask 
an  expert' ' ,  they  are  turning  to 
the  pharmacy  for  that  advice. 

But  no  matter  how  much 
advice  you  or  your  pharmacist 
are  able  to  give,  we  all  are  able  to 
take  in  and  remember  only  a  few 
facts  at  one  time.  Luckily, 
pharmacies  these  days  are 
provided  with  masses  of  written 
material  to  support  the  verbal 
advice  in  the  form  of  leaflets  and 
booklets  produced  either  as  part 
of  the  ' '  Health  care  in  the  High 
Street"  campaign,  or  by 
manufacturers  who  have 
expertise  in  a  particular  field. 

The  leaders  of  pharmacy  are 
pressing  for  more  recognition  of 
the  role  pharmacies  can  play  as 
centres  for  health  promotion, 
and  the  distribution  of 
information  is  a  vital  part  of  that 
process.  So  if  your  pharmacy 
doesn't  as  yet  have  an  area  set 
aside  for  the  display  of  leaflets 
and  the  like,  why  not  suggest  to 
your  pharmacist  that  it's  about 
time  it  did.  And  don't  forget  that 


not  everyone  is  bold  enough  to 
talk  over  a  problem  with  a 
complete  stranger:  some  people 
would  like  the  opportunity  to 
take  a  leaflet  on  a  particular 
subject  before  asking  a  health 
professional  for  more  detailed 
advice. 

New  leaflets  are  coming  out 
all  the  time.  Windsor  Healthcare 
(Liz  Vivash  Tel:  0344  484448) 
have  explained  why  they  added 
UVA  protection  factors  to  the 
Uvistat  range  in  ' '  UVA  —  a  little 
light  on  the  subject" ;  The 
Sanatogen  Information  Service 
(Freepost,  POBox21, 
Godalming,  Surrey  GU7  1BR) 
have  just  added  "Help  yourself 
to  good  health"  —  a  basic 
catalogue  of  their  vitamin  and 
mineral  supplements  —  to  their 
list,  while  Schering-Plough 
Consumer  Healthcare  (Tel: 
0638  716321),  the 
manufacturers  of  Rinstead 
Pastilles,  have  produced  "The 
secret  to  relieving  painful  mouth 
ulcers". 

Look  for  news  of  display 
stand  material  in  Chemist  & 
Druggist  each  week. 


Last  month's  quiz  winners 


Helen  Derrington  P.  Mitchell  MPS, 
42  Illingworth  Road,  Illingworth, 
Halifax  Mrs  J.  McNeil  Townhead 
Pharmacy,  Phase  1,  Glasgow 
Royal  Infirmary,  16  Alexandra 
Parade,  Glasgow  G31 3AA  Mrs 
Irene  Roberts  Ipswich  Co-operative 
Society,  145  Fircroft  Road, 
Ipswich  Mrs  Peggy  Bicknell  Lloyds 
Chemists,  51  Clarendon  St, 
Leamington  Spa,  Warwickshire 
Mrs  V.  Watson  Macalpine 
Pharmacy,  43  Macalpine  Road, 
Dundee  A.  Pearson  Chelston 
Pharmacy,  Walnut  Road, 
Torquay  Mrs  Anne  Kitchen  W. 
Bamford  &  Sons  (Chemists)  Ltd, 
242  Yorkshire  Street,  Rochdale, 
Lanes  Mrs  0.  Jack  c/o  G.  Lightfoot 
&  Son,  50  Annan  Road,  Gretna, 
Carlisle  Mrsl.L.  OxIeyJ.E.  &  N.A. 


Richardson  (Chemists)  Ltd,  81 
High  Street,  Standish,  Wigan  Mrs 
Miriam  Patmore  Boots  the  Chemist, 
169  Manford  Way,  Chigwell, 
Essex.  Correct  answers  were  1. 
Block  sans  serif,  Roman  serif, 
Egyptian  slab  serif  2.  Period  pain 
3.  Oestrogen  4.  Aspirin,  codeine, 
paracetamol  5.  Aura  6.  Make  sure 
the  air  passages  are  kept  open  7. 
Diana  Moran  8.  Scholl  9.  see  p4  of 
that  issue  10.  '60s. 

Headaches  In  the  list  of  OTC 
remedies  accompanying  last 
month's  article  on  the  treatment  of 
headaches  (pl2)  Panadol  should 
have  been  listed  as  containing 
paracetamol,  not  ibuprofen.  Hedex 
Extra  contains  paracetamol  and 
caffeine. 


Nicola  Hopes,  right,  display  and  advertising  manageress ,  Roys  of 
Wroxham,  Norwich  won  a  weekend  for  two  in  Amsterdam  in  the 
Tambrands  '  'Someone  Special ' '  display  competition.  Entrants  had  to 
reflect  the  theme  of  a  Tampax  on-pack  promotion  offering  champagne, 
teddy  bears,  flowers  and  chocolates.  Also  pictured  are:  Mike 
Frankish,  Tambrands  representative  and  Tracey  Russell,  Roys 
senior  display  assistant 


Facial  scrub  joins 
Timotei  range 

Timotei  facial  scrub  50ml  £2.24  is  the  latest  addition  to  the  Timotei  skin 
care  collection  and  capitalises  on  the  rapid  growth  in  the  cleansing 
sector.  Aimed  at  the  under  24s  who  suffer  from  oily  skin,  the  facial  scrub 
incorporates  finely  ground  corn  cob  granules  and  almond  meal,  so 
combining  an  exfoliator  with  a  cleansing  element.  The  launch  is  being 
supported  in  1991  by  a  £600,000  national  Press  campaign.  An  on-pack 
collar  on  existing  Timotei  products  will  invite  customers  to  send  off  for 
a  coupon  redeemable  against  a  full  size  pack. 
Elida  Gibbs.  Tel:  071-486  1200. 

Milupa  add  three 
desserts 

Strawberry  yoghurt,  tropical  fruit  yoghurt,  and  apricot  and  peach  delight 
are  the  three  latest  desserts  to  join  Milupa 's  Infants  range.  The 
company  says  the  popularity  of  yoghurt  has  grown  enormously  in  recent 
years  and  this  has  prompted  it  to  extend  its  range  to  three. 

The  new  varieties  will  be  supported  by  Milupa 's  Infant  foods  TV  and 
Press  advertising,  while  a  consumer  leaflet  highlights  the  benefits  of 
desserts  and  features  a  30p-off  coupon. 
Milupa.  Tel:  081-573  9966. 


Optrex  back  on  TV 

Crookes  are  to  spend  another  £1 .75  million  in  national  TV  advertising 
for  Optrex  this  Summer,  with  three  commercials  demonstrating  the 
benefits  of  Optrex  via  "Optrex  moments".  A  man's  eyes  are  seen  in 
three  different  situations  —  traffic,  bathroom,  and  with  cucumber  pads 
—  with  the  eyes  discussing  the  relief  offered  bv  Optrex. 
Crookes  Healthcare.  Tel:  0602  507431. 
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Complan  on  the 


move 


There  is  a  brand  new  addition  to  the  Complan  range  this  Summer  — 
delicious  new  Banana!  And  to  celebrate  its  launch  we  are  giving  ten  lucky 
readers  the  opportunity  of  winning  a  wonderful  set  of  luggage  to  get  you  on 
the  move  this  Summer. 

Complan  is  a  valuable  nutritional  supplement  or  meal  replacement  for 
people  who  want  a  snack  or  to  supplement  their  diet.  For  many  years 
Complan  has  been  respected  for  its  role  as  a  nutritious  drink  to  help  people 
maintain  good  health  and  vitality  and  also  for  restoring  the  ill  and  elderly 
to  full  health.  However,  there  are  now  more  and  more  new  customers  for 
Complan  and  the  brand  is  gaining  wider  appeal: 
Athletes  who  need  nutrition  without  the  bulk  before  or  after  training 
Slimmers  who  appreciate  balanced  nutrition  with  precise  calorie  control 
(around  250  Calories  per  sachet) 

Pregnant  and  nursing  mothers  who  want  to  ensure  they  are  getting 
essential  vitamins,  minerals  and  extra  energy  during  pregnancy  and  while 
nursing,  without  the  discomfort  of  a  full  meal 

Busy  people  who  do  not  have  the  time  to  cook  a  full  meal  but  want  a  snack 
that  is  convenient  and  nutritious 

Active  over-55s  who  are  in  good  health  and  want  to  maintain  this  by 
supplementing  their  diets.  They  can  also  make  the  most  of  their  leisure  time 
by  using  Complan  which  is  quick  and  convenient  to  prepare. 

Complan  provides  a  balance  of  protein,  fat,  carbohydrate  and  at  least 
a  quarter  of  the  daily  recommended  amount  of  vitamins  and  minerals. 
Complan  is  available  in  six  tasty  flavours  including,  Strawberry,  Chocolate, 
Original,  Chicken,  Mushroom  and  new  Banana. 


The  competition 


We  have  ten  sets  of  Antler  "Flying  Colours"  duffle  and  tote  bags  to  win,  worth  over 
£50  per  set.  These  will  take  you  everywhere  in  style  this  Summer,  be  it  on  an  exotic 
holiday,  a  day  out  for  a  picnic,  on  the  beach  or  trip  to  the  gym.  In  extra-light,  hard 
wearing  nylon,  the  roomy  bags  have  lots  of  pockets,  strong  handles  and  tough  reliable 
zips. 

To  enter,  just  answer  the  following  questions: 

1.  What  is  the  newest  flavour  of  Complan  available? 

2.  How  many  varieties  of  Complan  are  there? 

3.  Name  one  of  the  new  customers  where  Complan  can  play  a  role  in  their  diet? 

Entries  must  be  sent  to  Complan  Competition,  Over  the  Counter,  Benn  Publications 
Ltd,  Tonbridge.  Kent  TN9  1RW. 

Name  

Pharmacy  address  

  Phone   


Rules 

1.  All  entries  become  the  property  of  Crookes  Healthcare  Ltd.  2.  The  competition  is  not  open  to  employees  ofCrookes  Healthcare  or  Benn  Publications  Ltd,  their 
families  or  the  companies' agencies.  3.  The  closing  date  is  August 30, 1991.4.  Entries  received  after  the  closing  date  will  not  be  accepted.  5.  The  first  ten  correct  entries 
drawn  out  of  the  bag  after  the  closing  date  will  be  the  winner,  and  subsequent  correct  entries  drawn  will  be  the  runners  up.  6.  The  editor's  decision  is  final  and  no 
correspondence  will  be  entered  into.  7.  The  winner's  name  will  be  available  from  Crookes  Healthcare.  8.  Crookes  Healthcare  reserve  the  right  to  publicise  the  winner's 
and  runners-up  names  and  photographs.  9.  The  prize  must  be  accepted  as  offered,  there  is  no  cash  alternative.  Duffle  and  tote  hag  prizes  (bottom  row) 


gisM 


Vagisil  gets 
sister  wash 

Vagisil  Feminine  Wash  175ml 
£3.99,  developed  in  conjunction 
with  a  leading  gynaecologist,  is 
soap-free  and  non-irritant  to 
gently  cleanse  away  bacteria, 
perspiration  and  odour.  Makers 
Combe  International  say  that  a 
recent  Gallup  survey  among  1 ,000 
UK  women  find  that  21  per  cent 
do  not  currently  use  a  soap  when 
washing  in  the  vaginal  area,  mainly 
because  they  found  soaps  cause 
stinging  and  irritation. 

The  product  will  be  supported 
with  Press  advertising  and 
sampling  in  the  leading  women's 
weekly  and  monthly  magazines, 
plus  the  women's  section  of  the 
national  papers. 

Combe  International.  Tel: 
081-680  2711. 


Now  your  toothbrush 
tells  you  to  change  it 

Oral-B's  new  Indicator  toothbrush  tells  you  when  it  should  be  changed. 
A  patented  ring  dyeing  process  is  used  to  produce  a  band  of  blue  bristles 
in  the  centre  of  the  brush  head.  As  the  brush  is  used,  the  colour  fades 
on  the  top  half  of  the  bristles  because  the  harmless  blue  dye  is  only 
present  on  the  outside  of  the  bristles.  The  colour  is  used  and  not  time- 
specific.  The  Indicator  £1.59  comes  in  two  head  sizes  —  35  compact  and 
40  regular.  A  £1  million  TV  advertising  campaign  breaks  this  month. 
Oral-B  Laboratories.  Tel:  0296  4326Q1. 


Cow  and  Gate  go  for 
Savouries 

Cow  &  Gate's  latest  move  to  woo  mums  comes  in  the  form  of  a  new 
vegetarian  range  called  Savouries,  six  varieties  available  in  stages  1  and 
2.  They  are  cheesy  noodles  with  tomato,  macaroni  cheese,  cauliflower 
cheese,  vegetable  ratatouille,  cheesv  vegetable  bake  and  country 
vegetable  with  lentils  £0.36  and  £0.42.  " 

At  the  same  time,  original  baby  meals  and  baby  drinks  are  being 
relaunched  with  a  larger  jar  size  for  better  portion  use,  with  stage  1 
moving  from  128g  to  150g,  stage  2  from  168g  to  200g  and  concentrated 
juices  from  150ml  to  175ml.  Packaging  has  been  updated,  with  colour 
coding  on  lids  and  labels  for  ease  of  display  and  consumer  choice  and, 
where  appropriate,  dishes  have  been  renamed  more  accurately  - 
spring  vegetables  with  chicken  replaces  chicken  dinner. 
Cow  and  Gate.  Tel:  0225  768381. 


Females 
the  target 

Young  female  smokers  are  the 
target  for  a  new  series  of  Press 
advertisements  for  Topol  Plus 
minty  gel.  Women  smokers  in  the 
20-40  age  group  are  increasing, 
despite  the  pressures  to  give  up 
for  health  reasons,  and  Topol 
Plus,  with  its  gentle  ingredients 
and  breath-freshening  qualities, 
has  been  designed  for  this  group. 
The  campaign  has  an  elegant  30s 
style  airbrush  look,  and  features 
all  three  Topol  variants. 
Keyline  Brands.  Tel:  081-579 
8991. 


Radox  relaunched 

Nicholas  are  relaunching  Radox  Herbal  Bath  with  a  new  look,  new 
fragrances  and  colour  tones  and  a  massive  promotion  built  around 
August  —  dubbed  Radox  National  Revitalisation  Month  (RNRM).  Four 
distinctive  fragrances  —  riverside  herbs,  moorland  herbs,  mountain 
herbs  and  forest  herbs  —  have  been  combined  in  softer  coloured  liquids 
to  reinforce  the  natural  image.  New  packaging  illustrates  the  origin  of 
the  herbs. 

RNRM  is  a  £3  million  umbrella  campaign  for  the  whole  Radox  range. 
It  includes  a  Radox  Schwartz  on-pack  offer  across  all  Radox  brands,  a 
national  roadshow,  a  10-location  BR  sampling  exercise,  with  high  profile 
public  relations  and  a  national  TV  advertising  campaign  for  Radox 
Showerfresh  (see  also  pl4). 
Nicholas  Laboratories.  Tel:  0753  23971. 


SB  splash  to  Oxycute  em' 

Once,  it  was  'blitz  those  zits'  now  SmithKline  Beecham's  new  £2m 
campaign  for  their  relaunched  Oxy  range  of  spot  treatments  conveys 
a  humorous  'Oxycute  'em'  message.  It  is  now  running  across  the  whole 
country.  And  mid- August  will  see  Oxy  commercials  aired  for  the  first 
time  on  a  number  of  radio  stations.  Press  advertising,  which  aims  to 
educate  teenagers  about  the  range  variants,  runs  until  the  end  of  the 
year.  An  Oxy  advice  line  (0898)  200500)  has  taped  advice  on  spots  and 
acne. 

SmithKline  Beecham.  Tel:  081-560  5151. 
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Diocalm  adds  Ultra 

Earlier  this  year,  there  was  Diocalm  Junior  for  diarrhoea  in  infants  and 
young  children.  Now  SmithKline  Beecham  have  launched  Diocalm  Ultra 
for  adult  diarrhoea.  Containing  loperamide,  Diocalm  Ultra  works  by 
decreasing  the  contractions  of  the  intestines,  enabling  more  water  to 
be  absorbed,  so  reducing  the  symptoms. 

The  new  launch  is  being  supported  by  an  £800,000  TV  campaign 
featuring  a  20-second  "hourglass"  commercial,  new  point-of-sale 
material  and  counter  display  units .  Assistants  should  take  a  look  at  the 
age  recommendations  for  the  Diocalm  range,  which  are  all  flashed  on 
psck 

SmithKline  Beecham.  Tel:  081-560  5151. 


Powerstick 
is  different 

Replacing  Sure  Solid  stick  male 
variants  is  Sure  Powerstick, 
described  as  the  first  ever  "body 
heat  responsive"  anti-perspirant 
deodorant.  Micro-encapsulated 
capsules  which  remain  intact  on 
dry  skin  dissolve  as  the  body 
warms  up  and  starts  to  perspire, 
releasing  the  deodorant. 

Powerstick,  in  original  and 
active  70g  £1.85  will  be  supported 
by  a  £l.lm  Summer  TV 
campaign. 

Elida  Gibbs.  Tel:  071-486  1200. 

Quicker  First  Response 

Speed  and  accuracy  are  the  key  benefits  women  seek  from  pregnancy 
tests,  say  Carter- Wallace,  who  are  relaunching  their  First  Response 
tests  claiming  both  a  reduction  in  result  waiting  time  and  greater 
accuracy.  In  controlled  laboratory  testing,  the  company  says  First 
Response  achieved  100%  accuracy,  producing  an  obvious  colour  change 
in  one  minute,  rather  than  the  five  minutes  previously. 

Packs  have  been  redesigned  to  highlight  the  improvement ,  and  new 
point  of  sale  material  is  available.  A  major  national  advertising  campaign 
is  planned. 

Carter-Wallace.  Tel:  0303  850661. 
Single  test  £6.09;  double  test  £8.45 


CLAJRC  L  ^  #/ 


Colgate  Acti-Brush  to 
tackle  plaque 

According  to  their  research,  Colgate  say  consumers  want  a  mouthwash 
that  is  anti-plaque,  long  lasting,  part  of  the  daily  oral  care  routine,  tastes 
pleasant,  gives  fresh  breath,  is  effective  and  has  a  brand  name  that  can 
be  trusted.  So  the  company  has  come  up  with  Acti-Brush,  with  three 
active  ingredients  —  the  antibacterial  triclosan,  fluoride  and  the  co- 
polymer gantrex,  which  binds  the  antibacterial  to  the  teeth. 

Acti-Brush  250ml  £1.99  500ml  £2.99  is  available  in  cool  mint  (blue)  and 
classic  (red)  in  recyclable  bottles,  with  tamper  evident  stickers  and  a 
built  in  dose  measure.  A  £5.2  million  TV  campaign  currently  running 
supports  the  launch  and  is  backed  up  by  free  sampling,  trial  packs  and 
money-off  coupons. 
Colgate-Palmolive.  Tel:  0483  302222. 

Lock  n  Roll 
to  curls 

C laird's  Lock  'n  Roll  is  said  to  be 
the  newest  and  easiest  way  yet  to 
create  curls  and  waves.  The  24 
soft  flexible  stylers  £29.99  in  two 
sizes  are  heated,  rolled  into  the 
hair  and  locked  down  with  a  flip  of 
the  finger  tip,  with  no  needs  for 
pins  or  clips.  They're  said  to  be 
kind  to  hair  and  comfortable  to 
use.  National  TV  advertising 
starts  in  November  and  is 
preceded  by  a  women's  Press 
campaign  starting  in  September. 
Bristol  Myers  Co,  Clairol 
Appliances.  Tel:  0784  434343 

SupaTherm  hits 
pharmacies 

Got  any  "serious' '  sporty  customers?  If  you  have  they  might  just  at 
some  time  have  need  of  a  little  extra  support  —  for  their  muscles!  Seton 
Healthcare  are  introducing  their  SupaTherm  range  of  neoprene  sport 
supports  into  pharmacies  which  help  in  the  most  common  sporting 
injuries.  The  range  offers  supports  in  four  sizes  —  for  the  knee,  ankle, 
elbow  and  thigh,  together  with  three  sizes  of  thermal  shorts  for 
hamstring,  hip  and  pelvic  injuries  around  £10.99  each.  Point  of  sale  material, 
including  leaflets  and  display  stands,  is  available  and  promotions  are 
planned. 

Seton  Healthcare  Group.  Tel:  061-652  2222. 


Over  the  Counter  August/September  1991  A  supplement  to  Chemist  &  Druggist 


29 


Nicholas  target  women 
migraine  sufferers 

Nicholas  Laboratories  say  that  8.4  million  UK  women  between  10  and 
45  surfer  from  period  pain  and  migraine  on  a  regular  basis.  The  company, 
who  market  the  feminine-specific  pain  reliever  Feminax,  are  now 
launching  Femigraine  16  £3.29  to  combat  migraine.  The  tablets, 
containing  500mg  of  aspirin  and  25mg  of  the  anti-nauseant  cyclizine, 
dissolve  in  water  to  form  a  lemon-flavoured  drink,  and  should  be  taken 
as  soon  as  the  sufferer  feels  an  attack  coming  on. 

To  re-enforce  the  establishment  of  the  '  'feminine  range"  Feminax 
is  being  relaunched  in  packaging  which  complements  that  of  Femigraine. 
Point  of  sale  material  and  consumer  leaflets  are  available ,  and  advertising 
and  promotional  material  is  in  the  pipeline. 
Nicholas  Laboratories.  Tel:  0753  23971. 

Predictor 
now  Single 
test  too 

Chefaro  have  brought  forward  the 
launch  of  a  single  test  version  of 
their  new  Predictor  home  preg- 
nancy test  in  response  to  demands 
from  pharmacists.  The  single  test 
is  aimed  at  those  women  who  are 
confident  they  do  not  need  the 
additional  reassurance  of  a  second 
confirmatory  test  and  offers,  at 
£6.75,  a  £2.60  price  advantage 
over  the  double  test  launched 
three  months  ago.  Advertising  for 
the  brand,  with  a  spend  up  an 
extra  £250,000,  breaks  this 
month. 

Chefaro  Proprietories.  Tel:  0223 
420956 

Zit  zapper  from  Ultra 
Clearasil 

The  Ultra  Clearasil  Zit  Zapper  £3.42  is  a  new  Pharmay  only  product 
containing  a  10%  benzoyl  peroxide  lotion  —  the  maximum  strength 
allowed  for  over-the-counter  sale.  It  features  a  ballpoint  pen-like 
applicator  which  applies  the  lotion  directly  to  the  spot  without  affecting 
the  surrounding  area. 

Clearasil  Dual  Action  Pads  32  £3.35  have  a  rough  side  to  remove  dead 
skin  cells  as  well  as  excess  dirt  and  grease,  and  a  smooth  side  which 
leaves  a  medicated  lotion,  containing  salicylic  acid  2%,  to  kill  the  bacteria 
which  can  cause  spots.  A  similar  product  —  Double  Action  Pads  —  is 
added  to  the  Biactol  range  32  £3.35.  Also  new  is  Clearasil  medicated 
facewash,  containing  phenoxypropanol  0.7%  for  use  in  place  of  soap 
150ml  £3.75  and  medicated  moisturiser,  containing  triclosan  100ml  £3.25. 
Proctor  &  Gamble  (Health  &  Beautv  Care).  Tel:  0784  434422. 


Amplex  opts 
to  protect 
gums 

The  Amplex  range  of  personal 
freshness  products  —  three 
mouthwashes,  three  sugar-free 
fresh  breath  capsules  and  six  roll- 
on  antiperspirant  deodorants  —  is 
being  relaunched.  The  "gum 
protection"  mouthwashes,  400ml 
£1.89  in  original  strong,  ice  mint 
and  apple  mint  variants  are  being 
given  a  different  position  in  a 
market  dominated  by  anti-plaque, 
antiseptic  and  fluoride  products. 
The  breath  freshener  40  capsules 
£1.09 100  £2.09  mirror  the  mouthwash  variants.  New  among  the  roll-ons 
is  blue  ice,  specially  designed  with  men  in  mind.  A  TV  campaign  supports 
the  deodorants  and  fresh-breath  capsules,  with  a  poster  campaign  to 
follow. 

Nicholas  Laboratories.  Tel:  0753  23971. 

Altered  image  for  Flex 

Revlon  are  relaunching  Flex  shampoos  200ml  £1.29,  350ml  £2.15  and 
conditioners  200ml  £1.49,  350ml  £2.45  in  classical  D-shaped  bottles  in 
recyclable  plastic,  complete  with 
prominent  gold-blocked  Revlon 
logo  moulded  onto  the  bottle  face. 
The  formulations  now  have  added 
softening  and  conditioning  silk 
proteins  which,  say  Revlon, 
further  increases  the  brand's 
"luxurious  yet  practical" 
positioning,  in  both  shampoos  and 
conditioners.  Fragrance  and 
colours  are  unchanged.  Panthenol 
pro- vitamin  B5,  which  is  said  to 
penetrate  the  hair  shaft  to  restore 
lost  moisture  and  prevent  split 
ends  and  counteract  the  dryness 
caused  by  overheating  and 
chemical  treatments,  has  been 
added  to  the  conditioners. 

Support  comes  in  the  form  of  a 
new  TV  commercial  on  air  from 
this  month  and  sophisticated 
display  material,  while  60ml 
bottles  of  all  variants  except 
normal  shampoo  and  conditioner 
will  encourage  product  trial. 
Revlon.  Tel:  071-629  7400. 
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Verity  is  a  real-life  pharmacy 
assistant  working  full-time  in  a 
pharmacy  somewhere  in  the  UK, 
writing  about  her  job  as  she  sees  it. 


How  welcome  to  see  Summer  at  last 
and  unfurl  the  sun-blind.  Have  you 
noticed,  though,  how  everything 
looks  so  much  dustier  in  the  sunlight. 
We '  ve  been  trying  to  have  a  cleaning 
blitz  before  the  customers  notice  too. 
We  actually  change  our  window 
display  every  two  weeks  or  so,  but 
there  always  seems  to  be  the  odd 
passer-by  who  can't  resist  pointing 
out  the  day's  crop  of  dead  wasps  nestling  at  the  feet  of  the 
glamorous  girl  on  the  suntan  show  card.  However  hard 
we  try  to  keep  them  at  bay,  we  always  seem  to  get  caught 
out  and,  of  course,  our  manager  always  hears  the 
customer's  comment. 

As  well  as  sprucing  up  the  shop,  we  thought  we  should 
try  to  spruce  up  ourselves  as  well.  Although  we  try  to 
keep  our  white  coats  clean,  ours  are  all  getting  rather 
jaded  —  accidents  with  cough  mixtures  and  make-up  test 
the  claims  of  Persil  et  al  to  the  limit.  Summoning  great 
courage,  my  full-time  colleague  and  I  decided  it  was  time 
to  broach  the  subject  of  new  coats  with  the  manager. 
However  our  plea  fell  upon  stony  ground  as  he  challenged 
us  to  say  how  important  looking  good  at  work  was  to  us. 
Brandishing  the  article  in  our  Over  the  Counter  June  issue 


—  Selling  Skills:  Selling  yourself - 
said  we  thought  it  very  important.  He 
said  since  we  obviously  felt 
strongly  on  this,  we  wouldn't  mind 
buying  the  new  coats  ourselves! 
Needless  to  say,  we  were  quite 
dumbstruck.  I'd  be  interested  to 
know  if  it  is  a  common  practice  that 
assistants  are  expected  not  only  to 
launder  but  supply  their  uniforms  from 
their  own  pockets.  If  so,  should  we  be  entitled  to  tax-relief 
in  the  way  some  professions  are,  especially  as  it  is 
compulsory  in  our  shop  to  wear  them?  Write  to  me  via  the 
Over  the  Counter  office;  you'll  find  the  address  on  page  3. 

Finally,  you're  all  going  to  think  I'm  a  real  TV  addict 
but  have  you  noticed  "Brookside"  joining  "Eastenders" 
and  doing  its  social  awareness  bit  about  head  lice.  Firstly, 
we  have  Mr  and  Mrs  professional  thirtysomething  being 
horrified  and  blaming  other  kids  from  ethnic  minorities, 
until  being  clued  up  by  their  nanny  on  the  louse '  s  affinity 
for  clean  hair.  Then  the  "culprit"  family  are  all  seen 
dealing  with  the  problem  rationally  and  wisely.  Perhaps 
highlighting  this  problem  in  a  "soap"  does  bring  across 
how  common  head-lice  is,  and  could  remove  some  of  the 
stigma  and  illustrate  the  best  method  of  dealing  with  it. 


here  vou  Aae. 

TRY  THESE  VIT/4MWJ 
THEY'RE  RECOieWDEO 
FOR  ELDERLY 
PEOPLE 
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THE  NATIONAL  EXHIBITION 
FOR  TODAY'S  MODERN  PHARMACIST 

Wembley  Exhibition  Centre, 
London 

29  and  30  September  1991 

CHEMEX  MOVES  TO  WEMBLEY! 


Chemex  '91  will  be  staged  at  the  brand  new  Wembley  Exhibition  Centre,  easily 
accessible  by  public  and  private  transport,  with  parking  for  over  2000  cars.  Access  to  all 
major  routeways  could  not  be  easier  -  M25,  Ml,  M40,  M3,  M4  are  all  close  by. 
The  show  itself  offers  todays  modern  pharmacist  the  best  ever  opportunity  to  see, 
discuss  and  experience  all  the  very  latest  in  retail  pharmacy. 
Exhibitors  from  every  part  of  the  industry  will  be  at  the  show  including: 

Pharmaceuticals  Photography 

Toiletries  Babycare 

Cosmetics  Shop  Fitting  Products 

Fragrancies  Computer  and  Software  solutions 

NPA  Village  -  more  NPA  Suppliers  than  ever  before 

New  for  Wembley  this  year! 

*  A  special  fully  staged  Advisory  and  Demonstration  Area,  featuring  hourly 
demonstrations  and  shows  for  pharmacists  and  counter  assistants.  A  packed  events 
diary  will  include  vital  topics  for  today's  Pharmacy  -  Staff  Training,  Sales  Techniques, 
Product  Knowledge,  Counter  Prescribing  and  many  more! 

*  Discount  Vouchers  -  money  off  voucher  scheme  with  orders  placed  at  the  show.  Save 
the  cost  of  your  visit. 

%  Weekend  Breaks  -  travel  accommodation  and  theatre  at  low  prices.  See  the  show 
and  thoroughly  enjoy  yourself! 

Today,  more  than  ever,  the  modern  pharmacy  has  to  be  an  efficient,  well  run  and 
profitable  business.  A  visit  to  Chemex  '91  offers  the  best  opportunity  to  make  sure  it  stays 
that  way. 

Telephone  081-302  7215  or  complete  and  return  the  coupon  for  your  complimentary 
tickets. 


r 


Please  send  me . 


.  free  tickets  for  Chemex  '91 


NAME  . 


COMPANY . 
ADDRESS  . 


POSTCODE . 


29-30  SEPTEMBER  1991 
WEMBLEY  EXHIBITION 
CENTRE  WEMBLEY 


Please  tick  as  required 

I  am  interested  in  more  information  I  I 
on  Special  Weekend  Breaks  I  1 

MGB  Exhibitions  Ltd,  Marlowe  House,  109  Station  Road,  Sidcup,  Kent  DAIS  7ET. 
Telephone:  081  302  7215 


Please  send  me  discount 
vouchers  to  be  used  at  Chemex  '91 


□ 


